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Rough Proofs 


“Ferguson imports tractors 
pending U. S. production,” head- 
lines the world’s greatest adver- 
tising journal. 

Maybe John Bull is developing 
a Marshall Plan of his own. 

y oe 

“Up these _ stairs 
prettiest legs in the world,” says 
The American Weekly of the sub- 
way throng, and then lets you 
down by giving all the credit to 
the stockings. 

a 

“Northwest Airlines will rebate 
if its planes are late,” says the 
news story. 

New York Central and Pennsy 
would go broke on a deal like 
that one. 


7, =e 

According to AA, five national 
associations in the advertising and 
marketing field will have their 
conventions the week of June 13. 

But fortunately not all in the 
same place. 

, FF F 

Automotive News reports that 
a survey of car dealers showed 
that “many were discourteous— 
two brutally so.” 

They just don’t believe all that 
stuff about a coming buyer’s mar- 
ket. 

YT FF F 

“Some of our best friends are 
media representatives,” explains 
Monsanto Chemical in a new 
booklet designed to make their 
tasks easier. 

Even a media rep has been 
known to come up with an idea 
now and then. 

vvy 

Market research is no substitute 
for brains, Arthur B. Dougall told 
the American Marketing Associa- 
tion. 

He means you just can’t push a 
button and get all the answers. 

| J ON 

A decline of 15-25% in the 
wholesale price level will uncover 
new layers of demand, predicts 
A. W. Zelomek. 

Like the groundhog, those cus- 
tomers took one look at prices and 
went back into their holes. 

- ee FF 

After all that publicity about 
the missing comma in the firm 
name, ADVERTISING AGE went right 
ahead and ran a story Feb. 16 


about “Merrill, Lynch, Pierce, 
Fenner & Bean.” 
. WV 


“Here’s a man with New York 
experience who wants to stay in 
Southern California,” says the ad. 

He just got tired shoveling snow. 

a 

\n agency tells prospective 
copywriters that no one but a copy 
man touches their stuff until it 
gcts to the client. 

But some clients own big blue 
Pencils, too. 

vv¥$eegy 
Sometimes advertisers get 
eak. The American Dairy As- 
sociation was able to advertise 29 
ays to use evaporated milk in 
February without having to pay 
a cent for the extra day. 
— oe, 
_ General Mills’ brand-new cake 
idea ought to please people who 
. ist that bread prices are too 
lish, 
Copy Cus. 
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Sees Election Chance 


By LAWRENCE M. HUGHES 


Pam’ BeacH — When the long 
interview was over I found my- 
self wondering what Eddie Fryer 
will be doing five years from 
HOW... 

Eddie symbolizes stability in a 
fast-moving, fast-changing world. 
He and his wife Louise are a 
plump, pleasant Negro couple who 
tend to culinary and other matters 
aboard Chesapeake & Ohio Busi- 
ness Car No. 28. This is the “pri- 
vate car” of Robert R. Young, 
head of Alleghany Corporation 
and Chesapeake & Ohio, would-be 
|head of the New York Central, 
and gadfly-in-chief to the nation’s 
railroads. 

A bit more than a decade ago, 
Eddie told me, he had filled plates 
and glasses and fulfilled miscella- 
neous wishes of 
O. P. and M. J. 
Van Sweringen. 
These brothers 
also had gone 
far. But even 
with J. P. Mor- 
gan backing, 
they had failed 
to realize their 
dream of com- 
pleting the first 
coast - to - coast 
rail system. Then 
they lost Alleghany, and with it 
C&O and other properties. They 
are dead, though not forgotten. 


Eddie Fryer 


Foresees No Hanging 


For 11 years Robert Young has 
evolved and materialized some 
large plans without benefit of big 
bankers. In fact he has fought 
them, and especially the Morgan 
interests, claw and fang. He is 
sure that, if they could, these 
bankers and the “banker-con- 
trolled politicians,” would gladly 
“hang” him. 

But as we sped southward in 
old No. 28 from Washington to 
Palm Beach he seemed even surer 
that if there were any “hanging” 
to be done, he would not be on the 
receiving end. 

Despite recent “reverses” he im- 
plied that he believes he has only 


(Continued on Page 66) 


Market 


and media data for the 
_ asking. See ‘Info,’ Page 
12. Other features: 


Ad-libbing ........ ; 12) 
Advertising in the Test Stage 70 | 
Advertising Market Place 

Chain Store Figures susie ae 
| Coming Conventions .. 47 
| Creative Man's Corner......... 52 
| Department Store Sales ikea ca 


| Editorials ... ite ivi 
Getting Personal . ; — 
In Washington ..... See, 

| Obituaries .. Pere bang 


| Photographic Review .. sashes ote 


Ae Oe eee ek re. 
You Ought to Know....... 
Voice of the Advertiser............ 


begun to grow in prestige and pre-| 


Private Lines ........ pede Se 


Robert Young “Willing’ 


to Run for President 


in 1952; 


Steps Up Railroad Campaigns 


Whitney Reveals 
Corning Policies 


on Flavor-Saver’ 


Pie Plate's Huge 
Success Result 
of Cooperation 


SEATTLE—How coordinated pro- 
duction and selling made the 
Corning Glass Works’ ‘“Flavor- 
Saver” pie plate the fastest sell- 
ing item in the company’s line in 
the first year was sketched here in 
mid-February by Robert A. Whit- 
ney, executive director of the Na- 
tional Federation of Sales Execu- 
tives. 

Addressing a meeting of Seattle 
sales managers, sponsored by the 
Chamber of Commerce Marketing 
Committee, Mr. Whitney made the 
first report from a series of case 
studies in distribution being pre- 
pared by the National Federation 
at New York. 

The report was graphically il- 
lustrated by a chart a yard wide 
jand 27-feet long. Rescuing the 
‘chart from the clutches of the 
| hotel management, aghast at de- 
| filement of newly decorated walls, 
precipitated a near-crisis at the 
outset of the luncheon meeting. 


Coordination Is Key 
Coordinated production and sell- 


(Continued on Page 74) 


ARE YOU?—The nation's apple grow- 

ers, 19 groups of them, all affiliated 

with the National Apple Institute, 

Washington, D. C., ran this color page 

in the Feb. 21 issue of The Saturday 
Evening Post. 


Four A’s Asks 
Long Rate Safety 
from Broadcasters 


Cash Discount Gain 
and Peak Membership 
Reported to Board 


New YorK—The board of direc- 
tors of the American Association 
of Advertising Agencies last week 
passed a_ resolution calling on 
broadcasters to preserve the one- 
year rate protection as a service 
to agencies, advertisers and the 
medium. 

The board pointed out that ad- 
|vertisers need to have sufficient 
time to plan their advertising 
strategy, and said that where rate 


ing that ties together the ideas | insecurity exists, reserves must be 
and skills of every man in an/|Provided to take care of possible 


(Continued on Page 73) 


Last Minute News Flashes 
Plan Campaign for Maine Shelled Beans 


BRUNSWICK, Mr.—The Maine Development Commission, in coop- 


‘eration with the Maine Canners 


Association, has launched a drive 


LNA Shows P&G's 
$8,555,000 Tops 


in ‘47 Magazines 


Medium Gains 19%; 
181 Big Magazine 
Budgets Gained 40% 


CuIcaco — Seventy-nine maga- 
zines and magazine groups last 
year gained nearly one-fifth in 
gross billings, while the 181 lead- 
ing magazine advertisers increased 
their expenditures in the medium 
by about 40%. 

Procter & Gamble Company led 
the advertisers with an expendi- 
ture of $8,555,897, well ahead of 
second-place General Motors Cor- 
poration, which spent $7,386,761. 
Colgate-Palmolive-Peet was third 
with $7,082,969. 

Life led the magazines with a 
gross of $75,773,770. The top five 
magazines — Life, The Saturday 
Evening Post, Ladies’ Home Jour- 
nal, Time and Collier’s—increased 


The Complete List 

A complete list of the 1947 
advertising revenue of 79 
general magazines, com- 
puted by Leading National 
Advertisers (with additions 
by AA), appears’ on Page 
58 of this issue. Also, on 
Pages 57 and 58 appears 
LNA’s list of the 181 leading 
magazine advertisers of 1947, 
with comparable 1946 data 
by Publishers’ Information 
Bureau. 


their gross billings 25.4%, based 
on the one-time rates. These five 
grossed more than $200,000,000, or 
nearly half the $444,661,209 total 
for all 79 listed. 

These figures were developed by 
Leading National Advertisers, Inc., 
which measures advertising in 
about 150 magazines, farm pub- 
lications, newspaper groups and 
business papers. Some of the 
magazine figures were supplied to 
ADVERTISING AGE direct. 


Biggest Magazines Gain Most 


The 181 advertisers listed by 


_ for Maine shelled beans in 67 newspapers in six New England states.| [NA spent a total of $255,703,247 
_In addition, spot announcements have been placed on 23 stations of | in magazines last year, or 40% 
the Yankee Network. Distribution of the beans, which up until now| more than the $182,586,157 the 


| rance, New York. 


Lorillard Tests Embassies in Cleveland 

| New York—P. Lorillard Company is running a test campaign for 
_Embassy king-size cigarets in Cleveland. Newspapers, spot radio 
and car cards are being used in the drive, which is handled through 


Geyer, Newell & Ganger. Loril 


| markets last fall. 


Previously the account 
traub & Co. 


| 


lard tested the cigarettes in some 


Disney Hats Goes to Grey Advertising Agency 
Dansury, Conn. — Disney hats, a division of Frank H. Lee Com- 

pany, has named Grey Advertising Agency, New York, to handle its | 

72| account. 


was handled by William W. Wein- 


Snyder Rejoins L&M as Vice-President 

New York — John Snyder, who left the agency last year to join 
| Kenyon & Eckhardt as a copy supervisor, has rejoined Lennen & Mit- 
chell, New York, as a vice-president. 


Teague Joins Henri, Hurst & McDonald 

Cuicaco—Jesse Teague, vice-president of the A. C. Nielsen Com- 
pany here, and with the company for 14 years, will join Henri, Hurst | 
aie 44) & McDonald, Chicago agency, as a merchandising executive March 1. exactly comparable because dif- 
30) (Additional News 


Flashes on Page 79) 


_has been confined to New England, may be extended to other states |same 181 spent in 1946. Of the 
as the result of this drive. Agency is Brooke, Smith, French & Dor- | 181, only 30 spent less in the me- 


‘dium in 1947 than the previous 


|year. The figures for 1946 are 
necessarily based on Publishers’ 
Information Bureau data. 

The figures show that the bigger 
the magazines’ billings, the faster 
they gain. The first 25 in the list 
last year gained 21.1%, the next 
|25 gained 13% and the other 28 
averaged a 1% loss in billings. 
Wide variation in gains and losses 
appear in all three groups, of 
course. 

LNA’s figures are based on the 
one-time rates. Its figure for Life, 
which is one of the few national 
magazines giving frequency dis- 
|counts, is thus somewhat inflated, 
as are those for the newspaper 
supplements. 
| The LNA and PIB figures on 
advertisers’ expenditures are not 


(Continued on Page 57) 
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Retail Clothiers 
May Join Fight 
Against Co-ops 


WaASHINGTON—The National As- 
sociation of Retail Clothiers & 
Furnishers revealed last week that 
it may seek a court ruling on the 
right of consumer co-ops to pay 
patronage refunds on nationally 
advertised men’s wear now han- 
dled in increasing quantity by 
consumer co-ops. 

Co-op invasion of| the soft goods 
lines will be discussed at the as- 
sociation’s Chicago convention 
early this week. Louis Roths- 
child, the association’s executive 
director, indicated that a resolu- 
tion may be adopted on the issue. 

Before leaving for the conven- 
tion, Mr. Rothschild told ApveEr- 
TIsING AcE that the sole exist- 
ing court ruling on the issue is a 
10-year-old Wisconsin case. 

There the state supreme court 
ruled that it was illegal for the 
legislature to exempt co-ops from 


responsibility to maintain fair 
trade prices. 

Mr. Rothschild says the issue has 
become important to retailers be- 
cause of the invasion by co-ops of 
the department store fields. 


Leaves Publisher 
for Gibson, Wolfe 


David F. Wolfe, research direc- 
tor of Oklahoma Publishing Com- 
pany, Oklahoma City, has resigned 
to devote full time to Gibson, 
Wolfe & Associates, Oklahoma 
City research organization of 
which he has been a director and 
consultant since its formation a 
year ago. 

The company, publisher of 
“Beauty Buyers,” local continuing 
consumer panel, and formerly 
called Gwen Gibson Market Re- 
search, will be headed by Mr. 
Wolfe and Gwen Gibson. 


R&R Elects Rieck V.P. 


Elmer Rieck, production mana- 
ger of Ruthrauff & Ryan, Chicago, 
has been elected a vice-president 
of the agency. He started with 
R&R in 1922 as an office boy. 


Leo Burnett Expands 
West Coast Setup 


Howard W. Cheney, formerly 
assistant to the president of Mac- 
millan Petroleum Corporation, has 
been appointed co-manager, with 
Owen B. Smith, of the Los Angeles 
office of Leo Burnett Company. Mr. 
Smith, a former account executive 
in Burnett’s Chicago office, opened 
the West Coast branch early in 
1947. 

Mr. Cheney was an account ex- 
ecutive of Lord & Thomas (now 
Foote, Cone & Belding), 1939- 
1942, and subsequently director of 
advertising for Lockheed Aircraft 
Corporation until he joined Mac- 
millan in 1944. 


Budrow Adds Duties 


W. Wendell Budrow, commercial 
manager of Station WBEC, Pitts- 
field, Mass., has been appointed 
station manager, and will serve 
in both capacities. He succeeds 
James L. Spates, who becomes con- 
sulting engineer and technical su- 
pervisor in charge of setting up 
WBEC-F\.M, scheduled to begin op- 
erating within 60 days. 


in EVENING Newspaper Circulation 


@ No rushing for a bus . . . no coffee gulping . . . but the kind of feet-on-a- 


stool newspaper reading that gets results for advertisers! 


While such conditions are true of evening newspapers in general, they 
apply with particular force to the Indianapolis area. This is ... as survey 


after survey shows . . . predominantly an evening newspaper market, with 


a decided preference for evening papers. 


Given such a market, the smart advertiser se- 


lects the unchallenged leader in its territory . . . in 


this case The Indianapolis News. Throughout 


Indianapolis and 33 


surrounding counties, The 


News not only has the greatest daily circulation in 


Indiana’s history, but also the reader responsive- 


ness and confidence that result in action and sales. 


eo Py 


| 
| 
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FMA Midwest Unit 
Votes Down Bid 
for FCC’s Help 


Cuicaco—Region 3 members of 
the FM Association last week voted 
down a resolution suggesting 
merely that the FCC call a discus- 
sion meeting if the present 60-day 
“live music” experiment fails. 

J. N. “Bill” Bailey, FMA execu- 
tive director, and the majority of 
members present voted to table 
the resolution which, as originally 
phrased by the resolutions com- 
mittee, called on FMA’s board to 
ask the FCC to call a conference of 
FM stations and network officials 
to discuss the nets’ requirements 
that their FM affiliates carry all or 
no sponsored AM programs. 

As amended, the resolution would 
merely have given the FMA board 
permission to ask the FCC to call 
a meeting with the networks if, 
by April 1, the board members 
wanted such a meeting. As amend- 
ed, the resolution was tabled. 


Most Want Duplication 


Some members supporting the 
proposal argued without avail that 
the FCC might, if called in, even- 
tually direct the AM networks to 
let independent FM stations carry 
network commercial shows in com- 
munities where the networks have 
no FM outlets. 

Mr. Bailey pointed out that an 
FMA survey had showed that 
93% of FM stations prefer to have 
networks duplicate their pro- 
grams on FM. Independent FM 
stations, he added, were particu- 
larly anxious to have the shows 
duplicated because they feel that 
network-sponsored shows in their 
own radio band would create ad- 
ditional traffic for non-network 
stations. : 

Other resolutions were passed, 
including: (1) a suggestion that all 
FM broadcasters adopt the slo- 
gan, “Be sure your new radio has 
FM”; (2) a request of manufac- 
turers that they produce more FM 
sets;-(3) that the FMA board con- 
sider requesting A. C: Nielsen 
Company, C. E. Hooper, Inc., and 
other audience measurement or- 
ganizations to give consideration 
to FM listenership in compiling 
ratings; (4) a request of FCC that 
it not grant frequencies in the 88- 
108 megacycle band to facsimile 
broadcasters unless operating in 
conjunction with FM _ broadcast- 
ers. 

Elect Miss Claire 


The region elected Marian Claire, 
WGNB, Chicago, as its first perma- 
nent chairman. State vice-chair- 
men elected were: Michigan, Ed- 
ward Baughn, WPAG-FM, Ann 
Arbor; Wisconsin, Donald Dobson, 
WBNB, Beloit; Illinois, George 
Arnold Jr., WTAD-FM, Quincy, 
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—IN DAILY CIRCULATION 
—IN DAILY ADVERTISING 
—IN THE HEARTS OF HOOSIERDOM 


OWNING AND OPERATING RADIO STATION WIBC 


and Iowa, Ed Breen, KFMY, Fort 


| Dodge. 
| It was announced at the meeting 
|that the association now numbers 


243 broadcasters, or more than 
half the total of FM stations now 
operating. No breakdown by net- 
work affiliations was available. 

Thomas F. McNulty, president, 
WMCP, Baltimore, and treasurer 
of FMA, urged that FM broadcast- 
ers operate on a full-time basis 
“with full-time promotion, full- 
time programming and full-time 
selling.” 


Ballou Hits AM Commercials 


“There are going to be FM fail- 
ures,” he warned, “there are going 
to be AM failures, but I would be 
willing to wager that there will be 
fewer 18-hour-day operation fail- 
{ures than there will be six-hour- 
| day operation failures. There will 
/be no failures where a station op- 
|erator determines to give the pub- 
‘lic the best shows possible on the 


DAN A. CARROLL, 110 E. 42nd St., New York 17 «© The JOHN E. LUTZ CO., 435 .N. Michigan Ave., Chicago 11 © JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 | finest medium in the art of radio.” 


———— 


Theos Hrarenls Cacrpits be Lees oa oh 


NEW LEES DRIVE—James Lees & Sons 
Co., Bridgeport, Pa., is running a series 
of advertisements with this new style in 
American Home and The Saturday Eve. 
ning Post. The agency is D'Arcy Ad. 
vertising Co., New York. 


David L. Ballou, vice-president, 
FM Reps, Inc., told the members 
that only 200 of 15,000 nationa] 
and regional advertisers are cur- 
rently using radio. Chief reason 
for their neglect of the medium, 
he declared, is bad taste in radio 
commercials. 

“Ordinary broadcast listeners,” 
Mr. Ballou said, “have been edu- 
cated down to this. Just as they 
have been educated down to a 
complete misunderstanding of the 
beauties of fine music when inter- 
preted by a studio engineer whose 
job is to keep the amplitude modu- 
lated carrier as close to 100% 
modulation as is required by fed- 
eral regulation. . . 


Have a Select Audience 


“We have in FM a pin-pointed 
selective class audience through- 
out the nation today. We are the 
ideal medium of the many media 
seeking to make an impression on 
thinking people who can afford to 
buy and who will buy. We not 
only have listenability; we have 
believability.” 

With such a class audience, he 
asserted, “our broadcast time is 
often more valuable than we have 
priced it.” Agency executives 
realize that FM commercials must 
be in good taste, he said. 

Mr. Ballou emphasized that FM 
broadcasters must establish a na- 
tional network in order to offer 
coverage of principal markets at 
a national rate with a single stand- 
ard maximum time discount and 
2% discount for cash. 


Plugs Sandura-Wall 


Sandura Company, Philadelphia, 
has launched a campaign to intro- 
duce Sandura-Wall, a new plastic 
wall-covering, which reputedly 
has all the advantages of tile but 
sells for a fraction of its cost. Local 
newspapers, trade publications and 
spot radio announcements are be- 
ing used. Gray & Rogers, Phila- 
delphia, is the agency. 


For over 59 years 
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INSTITUTIONS CATALOG DIRECTORY renders a buying service unparalleled in the in- 
stitutional field. It is the only consolidated catalog directory available for the conveni- 
ence of buyers and is designed primarily to catalog, list and cross-index all types of 
products used in furnishing, equipping, maintaining, decorating, remodeling, construc- 
tion and feeding in this huge eleven billion dollar market. 


The 1948 annual edition of INSTITUTIONS CATALOG DIRECTORY, now being com- 
piled, offers manufacturers the opportunity of mont pao their product information daily 
before the more than 45,000 buyers of institutional equipment. 


Reserve Space Now to make sure your company's products are properly displayed, 
classified and cross-indexed in all sections of this centralized source of buying infor- 
mation. Consult your Advertising Agency or write direct for detailed information of 
how INSTITUTIONS CATALOG DIRECTORY can best serve you. 


CONSULT YOUR Aqvertisine A GENCY 
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INSTITUTIONS CATALOG DIRECTORY 


1900 PRAIRIE AVENUE —~ —_ 


— CHICAGO 16, ILLINOIS 


INSTITUTIONS CATALOG DI- 
RECTORY is published by INSTI- 
TUTIONS Magazine which has 
just received a first award for 
editorial excellence in a nation- 
wide competition among over 
660 entries from the nation's 
leading business papers. The same 
organization and leadership which 
has made this achievement pos- 
sible has made INSTITUTIONS 
CATALOG DIRECTORY of first 
importance to manufacturers with 
products to be cataloged for the 
institutional field. 
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‘Tribune’ Boosts Price 


The Minneapolis Sunday Trib- 
une has increased its price from 
five cents to 15 cents. 


600 IDEAS 


for LABELS & STICKERS 


NEW CATALOG BY 


FREE ear aior 


Eighty pages of eye-catching, 
\, effective label ideas repro- 

duced in one to four colors 
\ and listed under 128 differ- 


ent classifications. See for 


» yourself these distinctly 

} \ different FENT-ONAMEL 
\_ labels, and how you can 
use them profitably in 
your business. 
130,000 satisfied 


customers can't be 


ed 


FENTON LABEL CO. 


DEPT. A, 506 RACE ST., PHILA. 6, PA. 


Woodward, WL&C 
Merge, to Handle 
11 Newspapers 


Cuicaco—The biggest merger in 
the newspaper representative field 
in recent years was announced 


mer & Woodward at or close to 
the top of all independent news- 
paper representatives, and just be- 
hind the Hearst and Scripps- 
Howard sales organizations. C&W 
has 32 salesmen in its five offices 
in Chicago, New York, Detroit, 


here last week. 

Williams, Lawrence & Cresmer 
Company and John B. Woodward, | 
Inc., each more than half a century | 
old, have merged to become Cres- 
mer & Woodward, Inc. The 21 
newspapers they represent  in- 
clude some of the largest—in ad- 
vertising revenue as well as circu- 
lation—in the nation. 

In addition, a wholly-owned 
subsidiary, Conklin & Woodward, 
has been established to represent 
nine Canadian newspapers in 
handling advertising by U. S. 
companies. 


L. L. Marshall W. T. Cresmer 


San Francisco and Los Angeles. 
Chairman of the board of the 
new company is William T. Cres- 
mer, onetime California newspa- 
per editor who joined the old Wil- 
liams & Lawrence firm here in 
1905 and became a partner in 
WL&C in 1911. He has been presi- 


The merger should put Cres- 


dent and treasurer of WL&C for 


five years. 

President and treasurer of Cres- 
mer & Woodward is Leonard L. 
Marshall, formerly president and 
treasurer of the Woodward com- 
pany. Mr. Marshall had served 
with John Woodward for more 
than 20 years and, with Roy L. 
Rubel, purchased the Woodward 
company in 1941. 


Four Are Partners 


With Mr. Cresmer and Mr. 
Marshall as partners in Cresmer 
& Woodward are Mr. Rubel, for- 
merly executive vice-president of 
Woodward, who retains that posi- 
tion with C&W in New York, and 
Delwyn J. Worthington, formerly 
executive vice-president of WL&C, 
who retains that position with the 
new organization here. Mr. 
Worthington has been with WL&C 
since 1935 and, from 1930 to 1945 
was also president of Investment 
Management Company here. 

The consolidation was a “nat- 
ural” in that newspapers repre- 
sented by John B. Woodward, 
Inc., are published in the East 


> DETROIT’S 
HEADED 


Here’s a multi-billion dollar market that’s sitting on top of the 


world, with automobile production and factory employment sky-high! Wages 


in over 400 Detroit manufacturing plants averaged more than $63 weekly in No- 


vember 1947—highest among the nation’s big-five cities. Despite a record output, pro- 


. and all 


duction of new cars and trucks still can’t keep pace with the world’s demands. . 


indications point to a short supply way beyond °48. 


use The Detroit News, Detroit’s Number One newspaper . 
trading area circulation, weekdays and Sundays 


delivered circulation . . 


. first, by far, i 


.. . first in home- 


n local, general 


and classified advertising lineage. Through The News 


alone, you reach 63% of Detroit’s effective 


buying income!* 


National Representatives: Dan A. Carroll, 110 E. 42nd St., New York 17—The John E. Lutz Co., Tribune Tower, Chicago 11 


(*Detroit News Quinquennial Survey) 


Total Weekday Circulation 423,493 
Total Sunday Circulation 538.7351 


. . first in retail 


To sell your product effectively and economically in this wealthy market, 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV 


R. L. Rubel D. J. Worthington 


and South, while most of those 
represented by Williams, Law- 
rence & Cresmer are located on 
the Pacific Coast. 

The papers represented by 
Cresmer & Woodward —all in 
three or more offices (two or three 
papers are represented in other 
cities by other companies) — in- 
clude the Baltimore Sun, Boston 
Globe, Chattanooga Times and 
News- Free Press, Cleveland 
Plain-Dealer, Dallas News, Long 
Beach Press-Telegram, Los An- 
geles Times, New York Sun, Oak- 
land Tribune, Pasadena _  Star- 
News, Philadelphia Bulletin, St. 
Louis Globe - Democrat, Santa 
Barbara News-Press, Spokane 
Spokesman-Review and Chronicle, 
the Record, Stockton, Cal., Tucson 
Star and Citizen, the Union, Grass 
Valley, Cal., Chicago Journal of 
Commerce and New York Journal 
of .Commerce. 


Received Major Setback 


The 32-man sales staff, which 
includes 14 former Woodward 
'men and 18 former WL&C men, 
| will operate from the old Wood- 
ward offices in New York, Detroit, 
Los Angeles and San Francisco 
and from the Williams, Lawrence 
& Cresmer office here. 

The merging companies _re- 
ceived a major setback two weeks 
ago when Maurice W. Heaton, a 
nephew of Mr. Cresmer and slated 
to be a vice-president in charge 
of the Los Angeles office, was shot 
to death by a thief near El Paso, 
Tex. Hugh K. Myers, a WL&C 
staff man, has been appointed act- 
ing manager of the Los Angeles 
office. 

In San Francisco, Ronald A. 
Claypool, manager of the Wil- 
liams, Lawrence & Cresmer office 
there for many years, has been 
named vice-president and man- 
ager. Detroit’s office will be 
headed by Don A. Jansen, vice- 
president, who joined the Wood- 
ward company in 1935 and was 
named its Detroit manager in 
1939. 

The merger has few prece- 
dents in the representative field. 
Ward - Griffith Company resulted 
from a merger in 1941 of the 
Charles H. Eddy Company and 
Bryant, Griffith & Bronson. 


Formed in ’88 and ’93 


Small, Brewer & Kent was 
merged in 1942 with the former 
Tenney, Woodward & Conklin, the 
latter having two years previously 
been formed by merger of Verree 
& Conklin with Tenney-Wood- 
ward Company. 

In 1943, Devine & Associates 
was merged with Lorenzen & 
Thompson, and about four year: 
ago Theis & Simpson merged with 
Howland & Howland. 

Conklin & Woodward, the nev 
subsidiary company doing busi- 
ness in Cresmer & Woodward of- 
'fices, will represent the Calgary 
Herald, Edmonton Journal, Ham- 
‘ilton Spectator, Ottawa Citizen 
| St. John Telegraph-Journal and 
| Times-Globe, Vancouver Province 
| Victoria Colonist and Winnipeg 
| Tribune. 

John B. Woodward, Inc., was 
started when Mr. Woodward be- 
came a representative for the 
Chicago Daily News in New York, 
in 1893. 

WL&C had its origins in 1888 
in New York. Samuel C. Williams 
was active until his death in 1919 
and W. H. Lawrence until his 
death in 1940. 
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WILL BUY AND READ 7/€ THIS MONTH 


Of all magazines on general sale, TRUE was first to 
deliver an all-male audience of more than a million. It 
now averages over a million and a quarter a month. This 
takes a unique editorial formula — deliberately designed 
to interest more men more. Here’s how it works in the 
March issue of TRUE. 


ALVA 
JOHNSTON 


“WILSON MIZNER 
LAYS A FEW BETS”... 


New angles on the fabu- 
lous gambling gagster, 
brought to light by today’s 
most readable reporter. 
Mr. M., who once offered 
to design a watch that 
would give milk, even laid 
odds on his own survival. 
Here he is, quotably yours. 


“the Case of the 


RAMBLING GUILLOTINES 


Razor-edge mystery, with every 
word true, hair-raising fact. 


BY ALAN HYND 


An expert ring-sider’s bare-knuckle exposé of the 


« 


“THIS IS THE FIGHT RACKET”’... 


fighters, managers, promoters and commissioners 
who have fouled professional boxing right into the 
ropes. Not a punch pulled by the man who wrote 
“The Harder They Fall.” 


Peraonel) Gumomittc 


BY LUCIAN CARY... 


How they custom-build guns to 
match your personality — in the face 
of ’48’s mass production system. 
TRUE’s famous shooting-iron expert 
takes you inside a strangely flourish- 
ing industry and shows you the why 
and how. 


| THE MILLION-PLUS MEN 
| WHO BUY AND READ TRUE—READ AND BUY! 


*Based on conservative estimates for March, 1948. 


true 


delivers the mass-culine moneyed market . . . millions of 


men buy or use, your message belongs in TRUE. 


men eager and able to buy and buy. If you sell anything 


Joseph Millard’s superb story about the Chey- 
ennes, who fiercely wanted to be left alone. 


BOOK-LENGTHER 


A Sportsman’s Map of America. . . Gate- 
fold masterpiece in 4 colors, ready to hang 
on your wall for year-round reference. 


LARGEST SELLING MAN'S 


MAGAZINE IN THE WORLD 
67 West 44 Street, New York 18, N. Y. 
Chicago tLosAngeles San Francisco 
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Lloyd Joins Warner 


Kenneth B. Lloyd has joined the 
Harold Warner Company, Buffalo, 
as an account executive. 


2'/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 
is 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 
1230 Washiagton Bivd., Chicago 7, Mlinois 
Write on Business Letterhead For Market Data Folder 


Industry Music 
Committee Plans 
to Continue Work 


WASHINGTON — NAB’s employe- 
employer relations committee 
moved last week for the continua- 
tion of the industrywide music 
committee, which has “screened” 
negotiations of broadcasters, rec- 
|ord makers and other employers 
idealing with the American Fed- 
|eration of Musicians. 

A resolution adopted by the 
NAB group last week praised the 
progress that has been made by 
various segments of the industry 
since the formation of the com- 
mittee as a means of exchanging 
information. 


The resolution pointed out that 
music labor problems will remain 
at least partially unsolved, and 
that the “amicable solution of 
these problems continue to re- 
quire the same coordination as 
before.” 


K&E Appoints Wiley 

John Wiley, formerly account 
executive in the San Francisco 
office of J. Walter Thompson Com- 
pany, has been named manager 
of the new San Francisco office of 
aaa & Eckhardt, 25 California 


Names Bartlett Agency 


Dickie’s Food Products, Inc., 
Detroit, has placed its advertising 
wont Burke Bartlett Company, De- 
roit. 


Advertising Age, February 23, 1943 


Readership Flaws 
Get New Treatment 
from Deckinger 


New YorK—A new method of 
adjusting advertising readership 
and audience research was sug- 
gested to the copy research group 
of the American Marketing As- 
sociation here last week by E. L. 
Deckinger, director of research of 
the Biow Company. 

“Mr. Deckinger pointed out that 
magazine readership studies have 
divided into two main types: (1) 
size of audience, which Mr. Deck- 


‘ld rather be home reading The Bulletin" 


. . for in Phila- 
delphia, city of homes, The Bulletin is the home newspaper for 
more than four out of five families. 


The remark is frequently heard in Philadelphia . 


Yes, in the quiet and comfort of their homes, Philadelphians 
like to spend the evening with their favorite newspaper — a fact 
of utmost importance to alert advertisers. 


In America’s third largest market, The Bulletin goes home — 
stays home — and is read by the entire family! 


In Philadelphia—nearly everybody reads The Bulletin 


Evening and Sunday 


inger says is more helpful to aq- 
vertisers than circulation alone, 
but which he thinks fails to yielq 
the answer to the question about 
how much he gets for his invest. 
ment, and (2) readership of in- 
dividual ads, where Daniel Starch 
& Staff have blazed the trail. Mr. 
Deckinger thinks that much could 
be done toward improving the 
representative character of the 
sample and expanding its size, 
eliminating confusion, and meas- 
uring the advertisement’s circula- 
tion among prospective buyers of 
the product. 


742 Study ‘Significant’ 


Mr. Deckinger thinks that the 
study made for Collier’s in 1942 
by D. B. Lucas and Sam Gill’ was 
a significant step in the right di- 
rection, although he believes that 
the comparison of results between 
magazines may have been invalid 
because of different qualities in 
ads, and some ads may have been 
inflated because, although efforts 
were made to prevent duplication 
among test magazines, confusion 
in observations in other maga- 
zines may have been present. He 
thinks the fact that only ads, and 
not editorial material, were meas- 
ured may have inflated the ads. 

He proposes that: (1) 10 adver- 
tisers be induced to use different 
ads in the same issues of a group 
of magazines, with each test ad 
basically alike, but differing from 
the advertising used in other me- 
dia; (2) the test advertisements 
| be pre-tested to insure that they 
are reasonably similar in impact 
volume; (3) that editorial ma- 
terial in the magazine be meas- 
|ured; (4) that in addition to read- 
|ership, information on consump- 
| tion habits be obtained from read- 
jers to get an estimate of cost per 
prospect; (5) questions be asked 
on usage of products tested, to re- 
late information received to pros- 
pects; (6) confusion test to run 
seven to zero days before ads ap- 
pear, and one to two weeks after, 
and (7) a probability sample to 
allow projection of results. 


Tells Possibilities 


Mr. Deckinger believes that 
readership can be estimated for 
both advertising and editorial ma- 
terial, and can be calculated for 
all readers of the given magazine, 
and all prospective buyers among 
these readers, and that the results 
can be converted into readers and 
prospects reached per advertising 
dollar. 

Mr. Deckinger admits that such 
|'a study would be expensive, and 
that it probably has flaws. He 
says it should be repeated often. 
“It should not be supposed that 
one magazine will be more ef- 
ficient in reaching readers than its 
competitors, for all products and 
all space units. Indeed, if such 
superiority for one _ publication 
were found and _ substantiated, 
merchants would hasten to sell 
their wares the magazin« 
would become plumper, and its 
efficiency would change. . .” 


Promotes Grain Exchange 


The Winnipeg Grain Exchange 
is running a series of institutiona! 
ads in several hundred country 
weeklies in the prairie provinces, 
| and leading farm journals in west- 
/ern Canada. Explaining the opera- 
| tions of the Exchange members, 
the campaign refutes mis-state- 
ments made by pools and other or 
|ganizations. Thornton Purki 
| Advertising Agency, Toronto, i 
‘the agency. 


Linage Didn't Drop 

| Because of incorrect reporting t 
ADVERTISING AGE, the total adver 
| tising figures, 1947-1948, for Coun- 
|try Gentleman were reversed i! 
the February linage table which 
| appeared in AA Feb. 16. Tota! 
linage for February, 1947, was 60,- 
192, and for February, 1948, 74,- 
594. Total pages, February, 1947, 
a and for February, 1948 
| 


Cot 
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OF ADVERTISING ART NO. 9 


obrishe 


In commercial art, familiarity ... with an art medium . . . sometimes breeds 


, originality! Consider the lowly hardworking airbrush, the photo retoucher's friend. Every 
commercial art buyer is familiar with common airbrush effects. But here is Ed Boehmer, who has a master hand 
with the gadget, to show that it can be used to produce a variety of informal effects. This is just another 
example, illustrated throughout this series, that the familiar tools of advertising art hold unexplored 
possibilities for new and commercially useful expressions. We like to see original art 
treatments come into our plant. 1 hey help to keep our engravers on their toes. 
They also help us to prove that if you want fine reproduction of any type 
of commercial art, conservative or radical, from simple line to 


4-color process, you can be sure of getting itat CM & H. 


CbMlins, Miller Ze Mitehings, Jne. CHICAGO PHOTOENGRAVERS 
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Names Devereux Agency 

Devereux & Co., Utica, N. Y., 
has been named to handle the ad- 
vertising of Divine Brothers Com- 
pany, Utica, manufacturer of buff- 


ing and polishing wheels, ma- 
chinery and supplies, industrial 
truck wheels and casters. The 


agency also will direct the adver- 
tising of the company’s subsidiary, 
Munson Mill Machinery Company, 
feed mill machinery and special 
purpose machines. 


EXPORT 
TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


QD THE LEADING WEEKLY @D 


for marine insurance companies 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


Management Faces 
New Wage Boosts 
—No Price Rise 


Cuicaco — The specter of a 
third round of wage increases 
hovered over the American Man- 
agement Association’s midwinter 
conference on personnel here last 
week. 

Discussions of the Taft-Hartley 
Act, incentive compensation plans, 
insurance and welfare policies and 
foreman-worker relations all were 
colored by a growing realization 
that the wage rise appears inevi- 
table, and that management will 
find it increasingly difficult to 
raise prices correspondingly. 

Increased production and in- 
creased competition, in spite of 
the Marshall Plan, were seen as 
factors which will force stabiliza- 


tion of prices at present levels in 
many consumer industries, even 
though wages will rise. 


Would Boost Productivity 

Management thus has the al- 
ternative of reducing profits to the 
vanishing point or of increasing 
productivity. The midwinter con- 
ference was largely devoted to 
investigation of methods for effect- 
ing the latter. 

In his speech on wage levels 
and the economic outlook, Dr. 
Charles F. Roos, president of the 
Econometric Institute, New York, 


declared that the average wage|;~ 


increase this year will be about 
15% over the 1947 average figure, 
or about 8% over the year-end 
figure. 

Asserting that while business 
inventories are not excessive in 
relation to current sales, Dr. Roos 
declared that “any substantial in- 
crease in inventories from the cur- 
rent level soon would lead to a 
deflationary force.” 

“An increase in hourly earn- 
ings,” he said, “in view of the de- 


flationary effects of the federal 
surplus and the dying out of in- 
flationary conditions, would largely 
have to be absorbed by industry 
without price increases. Steadily 
|increasing competition from new, 
efficient plants will make it diffi- 
cult if not impossible to pass the 
increased costs to the consumer.” 

Since the passage of the Taft- 
Hartley Act, said E. H. van Del- 
den, industrial relations director 
for Libbey-Owens-Ford Glass 
Company, Toledo, there is “a new 
atmosphere in collective bargaining 
. an intangible change that is 
hard to define but which has 
manifested itself in a new bar- 


unions and in a greater willing- 
ness to cooperate.” 


No Automatic Peace 

And, he continued, although no 
one in management ever was de- 
luded into believing that indus- 
trial peace would be an automatic 
end-product of the legislation, 
there has been a period of relative 
industrial peace. 


Lu Filtiburgh you can 


ROUTE yor | 
ADVERTISING 


ate 


TE your 
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LIKE A MOTOR AND A BOAT 


A boat can’t get far without motive power. And neither can sales- 
men without advertising support. That’s why it’s important to 
route your advertising as you route your salesmen. both INSIDE 
and OUTSIDE Pittsburgh. It’s easy to do if you concentrate in 
the Post-Gazette—the only Pittsburgh newspaper that can work 
with your salesmen in selling the million central city people— 
then travel with them in a 50-mile radius to sell the two million 
more who live in and around the neighboring 144 cities and 
towns of 1,000 to 70,000 population. 
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BY FAR THE LARGEST CIRCULATION OF ANY PITTSBURGH 


REPRESENTED NATIONALLY BY MOLONEY, 
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REGAN & SCHMITT, 


DAILY NEWSPAPER 


INC. 
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gaining approach on the part of’ 


|of Persian and Oriental rugs. 


In a case study of industria) 
harmony, Clark Kerr, director o; 
the University of California Ip. 
stitute of Industrial Relations 
listed four general reasons for 
amicable relations between labo; 
and management in the Pacific ° 
Coast, pulp and paper industry: 

1. A favorable complex of en. 
vironmental conditions exists 
especially the regularity of work, 
and thus of the employer-employe 
relationship. 

2. Neither the basic philoso. 
phies of the companies nor of the 
unions constitute any threat ty 
the other party. They both accept 
each other, and are able to work 
out a mutually satisfactory diyj- 
sion of power and of rights. 

3. The economic requirements 
of the industry for profits and of 
the unions for wage increases are 
capable of simultaneous satisfac- 
tion. 

4. The industry, by evolving a 
well-chosen aggregate of person- 
nel practices, has set the stage for 
reciprocal relationships between§ | 
the companies and the unions.—§ | 
based on good will and mutual 


responsibility. 
Discuss Morale Factors 
The importance of employe 


morale came in for considerable 
attention, as one method of in- 
creasing productivity. Insured§ | 
pension plans, employe retirement§ | 
plans, health insurance plans,§ 
profit-sharing plans, industria] 
medical assistance and incentive 
compensation plans all were dis- 
| cussed. 

| One of the most significant 
trends in American industrial re- 
| lations is the growth of joint man- 
agement-labor committees, accord- 
| ing to Charles E. Shaw, manager 
of employe relations overseas for 
Esso Standard Oil Company. 

| He declared that management 
‘could profit greatly by watching 
\the developments of labor-man- 
‘agement relations overseas, and 
‘the activities of the various inter- 
|national labor groups, especially 
with regard to the joint committee 
idea. 

There are, he said, four classes 
of people advocating the estab- 
‘lishment of these committees: 
| those who are convinced that co- 
‘operation between management 
,and labor must replace industrial 
strife; those, primarily the Com- 
/munists, who see in these com- 
|mittees an opportunity to curb 
\effective management in free 
|competitive enterprise; those few 
| power-hungry individuals who 
| seek a short cut to industrial 
authority without earning it by 
working up through the ranks, | 
;}and government officials who are 
jalways looking for the magic 
formula. 


| Station WCCO Receives 
Heywood Broun Award | 


| Station WCCO, Minneapolis, 
has been awarded the first major 
| Heywood Broun Memorial prize 
for journalistic achievement ever 
given for a radio program. 
WCCO’s “Neither Free Nor Equa!” 
series last summer was given 
honorable mention. 

A $100 prize went to Ralph 
Andrist and Ralph Backlund, 
writers of the series. First prize 
of $500 went to Bert Andrews of 
the New York Herald Tribune's 
Washington bureau. The awards 
were sponsored by the American 
Newspaper Guild. 


Forms Direct Ad Section 


Diener & Dorskind, New Yor", 
has established a department °° 
handle direct mail, printing, pre 
entations and point of sales pr‘- 
motion. 


Atiyeh Names Kuhn 


Randolph T. Kuhn Agency. 
Portland, Ore., has been named 
handle a newspaper campaign f: 
Atiyeh Bros., Portland, import: 
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WILLIAMS. LAWRENCE & CRESMER CO. and JOHN B. WOODWARD, INC. 


ESTABLISHED 1888 ESTABLISHED 1893 


lake f lewsise tw CUNOUNANG lhew consoledahin 
Yficlive March 44948 under lhe name of 


CRESMER & WOODWARD, INC. 


NEWSPAPER ADVERTISING REPRESENTATIVES 


NEW YORK e CHICAGO ° DETROIT e SAN FRANCISCO e LOS ANGELES 


. pF - 
National Rifivesen lation 


THE NEW YORK SUN LOS ANGELES TIMES 
THE BOSTON GLOBE* LONG BEACH PRESS-TELEGRAM 
THE BALTIMORE SUN* THE OAKLAND TRIBUNE 
CHATTANOOGA TIMES PASADENA STAR-NEWS 

AND NEWS-FREE PRESS SANTA BARBARA NEWS-PRESS 
CLEVELAND PLAIN DEALER THE SPOKESMAN-REVIEW | 
THE DALLAS MORNING NEWS SPOKANE DAILY CHRONICLE 


GRASS VALLEY UNION THE STOCKTON RECORD 


DPucific Coast Rofivesentation 


THE PHILADELPHIA BULLETIN THE JOURNALS OF COMMERCE 
ST. LOUIS GLOBE-DEMOCRAT TUCSON STAR & CITIZEN 


Canadien Leotitin CONKLIN & WOODWARD 


THE CALGARY HERALD THE OTTAWA CITIZEN 
EDMONTON JOURNAL SAINT JOHN TELEGRAPH- 

THE HAMILTON SPECTATOR JOURNAL AND TIMES-GLOBE 
VICTORIA COLONIST VANCOUVER PROVINCE 


WINNIPEG TRIBUNE 


Dd fife C 9 , 7) . . 
TUTTE TTTUELETE CELE Officers and Sales RH ss sis ncennindsvennre oxi sdenieeenesaans 
NEW YORK CHICAGO SAN FRANCISCO 
LEONARD L. MARSHALL WILLIAM T. CRESMER RONALD A. CLAYPOOL 
President and Treasurer Chairman, Board of Directors Vice President 
ROY L. RUBEL DELWYN J. WORTHINGTON 
Executive Vice President Executive Vice President BERNARD C. PALMEDO 
HARRY J. WITTSCHEN ARBA J. IRVIN EARL COUCH 


Vice President 
H. K. CLARK 
DONALD A. KELLER JERRY SHEEHAN 
LEWIS T. BEMAN 
GREGORY A. DEMBSKI 


Vice President 
CHARLES V. LEHMANN 
CHARLES B. ANDREWS 
EDWARD L. KIMBALL 


MARTIN MUNDORF 


ELWYN E. LESLIE LOS ANGELES 
PHILIP J. SERAPHINE DETROIT HUGH K. MYERS 

ES, JR. Acting Manager 
A. CARROLL JONES DON A. JANSEN g 
WILLIAM B. TEWHILL Vice President LEO WILSON 
WILLIAM W. MARTIN THOMAS O. EICHELBERGER 

Vice President J. E. CRESMER 

R. A. DENKS 


‘Midwest and Pacifie Coast *East and Pacifie Coast 


Sekeus to pi ig SEB a he Foal EIR I TR mee amg A en le gh led oes RS, aR Rey, Pn es ie res i Nirah ys cee Bisise <a An Reg Tt meee Rae PEt adhe cae adie, aly RN Pee «ne LN ae ary te . 
Re re a Donny gee ae eC ee ee nage 7 it fe eg (eee a Ot ae Re en a ery a Sie 1 Ryd oF all ni ote ee einaraeiegaT ee ames | Wis 2 lea fa Roe: Pee i soc teen ENR abo . Sindh altar chee ge hn AE gy Tse Oe ta Iie eM. eae 
oe (meena PPLE eet Sree ae S ; ae. x Rk ik Eee ae % eM a sex eRe i a ise : y : Fy en ae eee eee We Seema Oo Be ; oioomegiganere sees 1 are MEME a 
he oh oo 3 ris % Sairar sy Mies sr. —— PS Se : ea. est * ES = = ; Ee ea Spe , te B, a i+ alee ; : b = Y x Pe A Re 2S ee 
CN at Ss : ‘ ‘ : - 5 ’ + $ er at ae 
48) 
. ER A PY See A eR EE EE Cae NRE ee RES Se ER ee Se a, I ee nr eh 
lal fy 
of 
Ne. 
] 
nse | 
ford | 
or 4 
4 ee 
n- 
ts, ee 
wd 
ve 
0- 
he 
to 
pt 
rk 
ri. 
tse 
of 
re 
C- ; : 
er 
a eee ie i: 
n- ia ee 
as es ae 
or cai 
on | 
1S, 
aif a 
ye 
lem | 
i 
| : | Po 
nie | 
1S i) 
S, Be ea 
al ere 
vem | “is | 
S- 
nt | oicpiainal 
e- | ; —— 
1- A= 
fecieetts 
1- | aie 
+ ier 
or aie 
orm | aa 
nt | ses 
; ee bscets 
id Baty cent 
™ at aie oy ‘ 
“ eg 
J Re 
: n et 
e en 
ws ee | 
‘ are 
ee id 
ees 1% 
it Shen aa 
a Mane 
1] ie : 
| ee | 
“ : 
b 
e 
| 
y , i 
0 Bae: 
1] 7 B PS ae 
y eu Se: ae 
. heii as 
, ee teas | 
e | ae 
Bel penne 
. Be 8 ae 
| a 7 Lh 
. 
1 6 — 
4 Sa : 
| Fa cs 
- ips 
ane 
es 
1 a ‘ oy 
be | % is 
: oe ae 
; 
Secretary FRANK C. DAVIES JOHN HECK, JR. : . 
| —$—$—$—$—$—$$$$————— ———  ———————————————————————OeOE——— 
a — ——— 


, 


/ 


THE 
LISTENER 
WITH 
THREE 
EARS 
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What does“the best” in Radio mean to you? 


Well...with which ear do you measure Radio: 


with a listener’s? an advertiser’s? a critic’s? 
TO THE EAR OF A LISTENER the best in Radio 


is—simply enough—programs that please most. 


TO THE EAR OF AN ADVERTISER it’s programs 


on the network reaching audiences at low cost. 


TO THE EAR OF A CRITIC it means programs 
of the greatest public good. 


It is with these three ears that America has 


judged Radio from the beginning. 


And to all three... CBS CLEARLY IS THE MOST 
EFFECTIVE NETWORK IN RADIO TODAY. 


moller 


In programs that please most... 


The NEW YORK TIMES tells the story in ten words: 

“In original programming, CBS is far and away 

the leader...” Certainly, anyone looking for a better 
program finds the new CBS-produced 

popular programs like Arthur Godfrey’s Talent Scouts, 
My Friend Irma, Abe Burrows, Suspense, Studio One 
already in the record—with many more available 
from the CBS Program Department: 


largest in all Radio, acknowledgedly most successful. 


In programs that deliver most... 


The most comprehensive audience-measurements 

in Radio show that CBS delivers its large audiences 

to advertisers at LOWER costs than ANY other network. 
In the last full season of broadcasting, the other 

three networks averaged only 82% of CBS’ efficiency 

in the evening and 77% of CBS’ efficiency in the daytime 
in delivering audiences for each dollar of time AND 


talent costs. (Full details are available.) 


In programs that serve most... 


CBS leadership is found in the creative vigor 

of its Documentaries like “The Eagle’s Brood,” 
“CBS Is There,” “Fear Begins at Forty’... 

in the maturity and scope of its News broadcasts... 


in the complete range of its Public Affairs broadcasts. 


Here CBS again, in making great Radio out of great 
subjects, is “far and away the leader’ — 


just as CBS leads all networks in advertising efficiency. 


Columbia Broadcasting System 


—where 99,000,000 people gather every week 
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The Problem of Believability 


If there is any single area in) 
which national advertising has 
been at fault over the years, that 
area is believability. 

We might as well face the fact | 
that while tremendous strides | 
have been made in advertising ef- | 
fectiveness, and in the realm of | 
good taste, truthfulness, etc., there | 
is still a tremendous volume of | 
advertising which is little better— | 
and perhaps worse—than that of | 
50 or 100 years ago, from the| 
standpoint of its believability. 

As The Creative Man and other | 
commentators on the advertising | 
scene have pointed out innumer- | 
able times, a very considerable | 
volume of current advertising is | 
completely and almost shamefully | 
unbelievable. Even when we' 
eliminate the whimsy and the cute | 
and the humorous, which are de-| 
signed to be unbelievable, there 
still remains a great volume of 
advertising which professes to be | 
wholly serious and which presents | 
a story which is insulting to the 
intelligence. 

Retail copy generally does not | 
suffer from this problem; it is na- 
tional advertising which attempts | 
too often to magnify a gnat’s eye. 
story into a saga more vital and | 


works of Shakespeare. 


sold completely unbelievable 


Let's Define 


The current discussion of a new | 


quantities of merchandise, which 
is presumably why so much of it 
is used. But in the process, it has 
made advertising a laughing 
stock, the butt of some of our best 


(or worst) jokes, and seriously | 


affected the credibility of all ad-| 


vertising. 

Your typical sophisticate, who 
in this case includes more filling 
station attendants, grocery clerks 
and garbage collectors than one 
might suppose, takes it for grant- 
ed that advertising is not to be 
taken literally, and if he believes 
it, does so unwillingly and in spite 
of himself. 

To a large extent, use of the un- 
believable advertising story puts 
advertising in the position of sell- 


ing its permanent birthright for | 


a very temporary mess of pottage. | 


art |'une and States, showing a couple 
For ourselves, we are willing to| of duck hunters letting go, with 
endorse heartily the creed of} the admonition: 


Ralph Starr Butler, famed adman_| barrels! 


It ought to be stopped, quickly. 


who recently 


last week, Mr. Butler described 
his advertising philosophy, in part 
like this: 


“I have tried to apply common | onstration, the Nashville Banner | Precious patois of the public per-| iY se 
. . I refuse to|and Tennessean showed a gent 
more significant than the collected | believe that the public’s taste and hunting quail with a slingshot to 
intellect is so low that they must| demonstrate the inadequacy of | 
Unbelievable advertising copy,| be appealed to by the devices | trying to sell the Nashville mar- 
in isolated instances, seems to have| which bring advertising into dis-|*¢t without its two newspapers. 


rules of integrity . 


repute.” 


Our Terms 


self is a misnomer, since a good 


we REPAIR ALE 
ELECTRICAL 


The following documents may be 
| secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 1]. 


No. 3000. The American Maga- 
zine Market for Vacation 
Travel. 

This survey of American Maga- 
zine subscribers reports on 1947 
travel: vacationing months, how 
they traveled, costs, etc. Budget 
estimates for 1948 are shown, as 
well as places where subscribers 
plan to spend their vacations and 
methods of travel. 


No. 3001. Quarterly Report No. 6, 
Continuous Brand Inventory 
of Grocery Products. 

The Pittsburgh Sun - Telegraph 
has issued this report, which 
shows grocery brand positions for 
September, October and Novem- 
ber, 1947, and provides compari- 


| sons for the past four quarters. 


—Klectrical Merchandising | 


"Do you repair wired bras?" 


No. 3002. Women’s Participation 
Programs. 


The Martial Spirit 


versation, and that the agenda is 


War is back in the advertising, ; : 
if the Feb. 2 issue of this esteemed © ugh unrelated bits of informa- 
weekly is typical. Therein five | tion are strewn about, everyone 
different advertisers used various Will pick up something. 
types of firearms to illustrate a| Whether it will do him any 


made up on the theory that if | 


The Katz Agency has prepared 
this folder summarizing partici- 
'pation programs on Katz-repre- 
'sented stations. It includes basic 
_information about the shows— 
| program format, number of spon- 


| gun, or you can make a direct hit 
’ with the Call-Bulletin.” 


| 
| 


name for spot broadcasting high-| deal of “national” copy is regional | 


lights a problem’ which has | 


or sectional in nature, and not 


plagued the advertising world for| national in the conventional sense | 


years, and which ought to be | 
eliminated for the good of the | 
business. | 

That problem is the matter of | 
terminology or nomenclature 
which is sharp and clear enough | 
so that there is no possibility of 
confusion. As things exist now, 
“spot” means different things to 
different people, just as “market- | 
ing,” “merchandising,” “sales pro- | 
motion” and other terms do not 
necessarily convey the same men-| 
tal image to various segments of | 
the advertising world. 

Some of these expressions have 
lived side by side, for no very 
good reason, for years. For ex- 
ample, newspaper men speak al- 
most invariably of “general” ad- 


vertising, whereas agencies and 
“general” advertisers always 
speak of “national” advertising. 


Yet “national” advertising in it- 


| considerable 


at all. 
Before the war, there was a 
movement afoot to 


develop uniform definitions and 


| 


uniform terminology for the words | 


which are so necessary to convey 
thoughts in the advertising world. 
We hope the movement will be 
reborn and speeded up, because 
this is an area of possible waste 
and misunderstanding which is 
amenable to quick solution. 

There are so many advertising 
problems which cannot be solved 
easily or quickly that it seems a 
shame not to solve those which 
can be solved, and thus eliminate 
the confusions that result from one 
man meaning one thing when he 
talks about spot radio and another 
meaning something else. 

Let’s get our terms defined, in 
all advertising areas, before too 
much more time elapses. 


point: _good is another question, and one sors acceptable per broadcast, 
N. W. Ayer, in an ad repro- | which seems to have bothered the |treatment of commercials and 
ducing the Cannon Mills cannon! programmers very little. | rates. 
trademark. | We have listened to long and | 
Capper’s Farmer, showing a| vague speeches, greeted (with ap-| No. 3003. 1948 College Newspa- 


shooting farmer to demonstrate| plause and laughter) the subjects | per and Reference Guide. 
that “you’d carry a gun, too,” to | of which were drawn from the| National Advertising Service 
protect the golden harvest of mid- | morning’s newspaper, where they has issued its new directory, list- 
American farms. | were more lucidly explained. |ing 703 college newspapers of 
The New Orleans Times Picay-| we have heard so often that| Which NAS is national advertising 
public relations is the proper role | ’epresentative. The papers a 
of management, that public rela- | listed alphabetically by state and 
|city and data is given on fre- 
/quency of publication, circulation, 


“Give ’em both |,. ‘ . 
Earn greater profits in | Hons experts must sit with man 


|agement, that public relations is 


retired as vice-| the South’s greatest market.” 'rates, and service offered by NAS. 
president of General Foods Cor- | 


poration. As quoted in these pages | 


: 'so all embracing that it com-| 
The San Francisco Call-Bulle- | . 
pletely enfolds business. | : 

Ail of which. te. endihiedie No. 3004. 652 Went to Market. 


|true, but listening to it in anti-| A list of national advertisers of 
'phonal arrangements, played like |!uxury merchandise who used dis- 


tin, to demonstrate that “you can 
tickle the bull’s-eye with a shot- 


ia Bach fugue, chanted in the play advertising in Town & Coun- 
are tabulated in this 
/suasion profession, is wearing. | folder, issued by the publication. 
'The odd combination of wine of | The names are listed under vari- 
good hope and milk of human/|0°US classifications, showing the 
kindness, on which every public | number of pages in each group. 


relations speaker seems to have| , ; q 
| been weaned, seems to turn into | N°. oo Europe’s Richest Mar 


To round out the warlike dem- 


ae an intellectual hangover for listen- | 
ao | gee ot thin aa ers. The U. S. occupation zone Ags 
s scribed in this booklet, issued by 
for weeks in New York evening Jottings | Army Times, with information on 


papers, and considering whether | 


SWIM! 


AND ENJOY 
TELEV/S/ 


The Towel Service Bureau, a) Army personnel and family 
‘trade association in New York, is|8roups, payroll, volume of sales 
trying to convince the public that | through Post Exchanges and other 
“towel services are a major | data. 


weapon in the fight against ab- - 
ete ” ° ° No. 3006. Presenting the Hove 
aera Economics. Market. 


The foreign publicity program | ; 
conducted through 1947 by the in-| What’s New in Home Economi«s 
issued this booklet, which 


ternational division of Connecticut | has 
Development Commission de-| gives a resume of home econom!:s 


veloped 22,943 trade inquiries for | and its place in the consumer ma’- 


a the 554 exporting industries of|keting picture. It also includ”s 
includes suits, towels the state... |information about the  publici- 
and Sunlampe Clyde Stewart, sales manager of tion’s monthly editorial sections 


Joe Hoppe Company, Frigidaire’s|and service features. 
commercial dealer in Dallas, car- 
ries a demonstration meter-miser : 
in his car, conducts sales in curb- | Biggest Farmer. 
side interviews. . . 1945 Census of Agriculture fi;- 
And Snyder’s Smart Shop, Aus-| ures form the basis of this stuc 
tin, Tex., has a “miracle sale of|issued by Wallaces’ Farmer 
the year” for which it cannily | lowa Homestead. Data on su! 
leaves its windows bare, quotes no/|scribers’ income, production, et 
prices, since they are “too low for _were compiled by Census sta 
you to really believe.” . . | members working under Direct: 
Headline: “What an exciting|J. C. Capt. The analysis cover 
valentine! An empty powder box/1,532 subscribers representing 4 
by Charles of the Ritz.” .. |accurate cross-section of the pul 
Feb. 10, 1948, was Chinese New| lication’s entire list in Iowa, an 
Year’s Day, marking the begin-|the names were matched wit 
ning of 4645... /census records of the same farm 


Natural Salt Water 


ST. GEORGE POOL 


MOTEL ST. GEORGE « Clark St. Brooldyn 
Clark St 7th Ave. LET, Station in Hotel 
Opes to 11:30 P.M. 


No. 3007. Measuring the World s 


this is a natural development of 
the ball pen craze. 


Much too Much 


We have just completed a long 
and wearing grind of public rela- 
tions affairs. 

From them we have concluded 
two things: that anyone in the 
public relations business has to 
have a limitless appetite for con- 
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BUSINESS CAN'T THRIVE 
ON OUT-OF-DATE “FIGURES!” 


You need today’s facts 
and figures on Philadelphia... 
America’s 3rd Market 


Change is the order of the day in 


business. Every hour sees fe 
new trends—in manufacturing, selling, Fi 
marketing. In Philadelphia there has WY ey 
sw ae 

, , \\ Pos 

been a decided change in the newspaper a bs 


picture. Today THE INQUIRER stands 
firstin PRODUCTIVITY... 
Leads in ADVERTISING. 


™~ 
SOO’AS 
SS 


' MO rw 


| NOW OUT FRONT IN NATIONAL ADVERTISING 


| In 1947, THE INQUIRER assumed first place 
in national advertising in Philadelphia; today 
is ahead on both a 6 DAY and 7 DAY basis! 


NOW IN ITS 15TH CONSECUTIVE YEAR 
OF TOTAL ADVERTISING LEADERSHIP 
& IN PHILADELPHIA 


CIRCULATION: DAILY...OVER 700,000 +SUNDAY...OVER 1,000,000 


Exclusive Advertising Representatives 
T. W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco | 
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Names Earl Stephens 


‘Competing Items 


Earl Stephens has been named | 


Detroit branch executive of the | ed ; 
ae FE an coy age : we the | Spr d Among 
innesota inin . Com- : 
pany, St. Paul, ven Po a Scotch | GM Ad Agencies 
tape, adhesives, abrasives and | MINNEAPOLIS — General Mills 
ae ta rg aut, ae dao will inaugurate a new advertising 
Carboloy Company, and the en-| policy, effective June 1, that will 
gineering division of Chrysler|seek to avoid placing grocery 
Corporation. —_ of a strongly competitive 
|nature in a single agency. C. S. 
|Samuelson, manager of grocery 
products advertising, said the de- 
™ cision was made because of the 
= |rapid expansion of GM’s product 
lines. 

Where competing products are 
| handled by an advertising agency, 
‘Mr. Samuelson explained, the 
® |agency will be given the choice 
of an item to be retained. For ex- 
‘ample, Batten, Barton, Durstine & 
™ Osborn will handle Apple Pye- 

saceonte 'quick, packaged pie ingredients. 
The fight is on tor the same dollar. it's |BBDO also directs GM’s home ap- 
@ healthy fight. Make it profitable. Use pliance and institutional adver- 
the Ist paper | tising. 
Knox Reeves Advertising, which 


| 


formerly worked on Apple Pye- 
quick, will take over a new grocery 
product, which will be announced 
soon. Knox Reeves also will con- 
tinue with Bisquick, Wheaties and | 
Betty Crocker dried soup ingre- | 
dients. WaASHINGTON—Department store, 

Dancer-Fitzgerald-Sample_ wwill|sales in the U. S. the first week | 
continue to handle Cheerios and|this month were 10% ahead of | 
the Betty Crocker Cereal Tray,|sales the first week of February | 


but will drop the Kix account.| last year, according to the Federal | 
Kix has been reassigned to an! Reserve Board. 


agency which will be announced} The gain brought the index | 
later. Dancer-Fitzgerald-Sample | (based on 1935-39 averages) to. 
will continue with Softasilk cake | about 241, nine points higher than | 
flour, GingerCake and Gold Medal| for the last week of January and | 
kitchen-tested flour. 22 higher than for the same week | 

The agencies handling GM gro-/|of 1947. | 
cery products will retain : same| Although Houston had the high- | 


totaling approximately the same|est gain for the week, with a 31% | 
as that currently in effect, it is|dollar volume increase, cities in | 
pointed out. the Cleveland (fourth) district | 


—_————_——_— |'showed the strongest general gain. | 

AF. s |Pittsburgh had a 26% increase, | 

N A Meets = June Akron and Toledo 22%, Cleveland | 

Samenas Adeaetaite Menentiven '21% and Cincinnati and Columbus 

Association will be held June 24-|€@ch 11%, and the district aver- 
26 at the Chateau Frontenac, Que- | aged a 20% increase. 

bec. ; The Chicago (seventh) district, 


John Neely Bryan 
built the first home in 
Dallas in 1842—the 
year the institution 
was founded in Gal- 
veston which later 
became The Dallas 
News. Could Old 
Man Texas bring Mr. 
Bryan back today he 
would not know the 
old pasture. 


, aoe this year of Southwestern Progress... this | 
1948... the new home of The Dallas News moves steadily 
toward its completion. ; 


Prvrtee 


DALLAS NEWS 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT ‘STORE | 
SALES INDEX 


1935-39 EQUALS 100 


Week to Feb. 7, ’48* .p241 
Week to Jan. 31, ’48*. .232 
Week to Jan. 24, ’48*. .227 
Week to Feb. 8, ’47*...219 
Week to Feb. 1, ’47*...217 
Week to Jan. 25, ’47*. .220 


*Not adjusted seasonally. 
pPreliminary. 


_—_ 


with a 16% gain, and the New 
York (second) area with a 12% 
gain, were the only other districts 
exceeding the U. S. average. 
The Richmond (fifth) district 
had a 2% decline in sales, the 
only area suffering a loss from the 
same week of 1947. Baltimore 
and Salt Lake City had 6% de- 
clines; Washington, New Haven, 
Providence and Wichita sales 
dropped 3%; Seattle and Okla- 
homa City sales were 7% off, and 
Nashville sales were down 10%. 


Week Ending 


Federal Reserve Jan, Jan. Feh. 
district and city 24 31 7 
UNITED STATES. 3 rs 10 
Boston District ... —11 0 0 
New Haven .... ~11 12 —3 
CS —10 1 


Springfield ..... 3 1 16 
Providence ..... —20 
New York District. 


(| Se — 
oe ee 10 19 2 
New York ...... 2 10 1] 
Rochester ...... 8 8 16 
BYPRCURG occces. 6 ——3 5 
Philadelphia Dist.. 0 2 10 
Philadelphia f 8 r10 4 
Cleveland District. s 3 20 
MAO, nk 6s eo —1 12 22 
Cincinnati ...... 12 1 1] 
Cleveland ...s+. 13 rii 21 
CoOMmmeus = <.... 18 —5 1] 
Gk ke sek 10 18 22 
Pittsburgh ..... 0 — 8 26 
Richmond District. —14 r3 
Washington .... -10 8 —_ 
| Baltimore ...... —17 1 —f 
Atlanta District... -1 r—2 7 
Birmingham .... 3 —3 18 
SEE, S-p Rakes s.4's —4 1 
pO eee rae 1 r—9 10 
New Orleans 5 1 ° 
Nashville ....... —-24 r—31 —10 
Chicago District. . 8 r27 16 
Cc 2 cae ay es 9 23 12 
Indianapolis .... —t 0 6 
TOUGTOME . Gh dasw ss 14 17 17 
Milwaukee ..... 9 140 25 
St. Louis District. . 2 r—10 7 
Little Rock .... —T7 —33 —1 
Louisville ...... -—4 7 15 
oe eae 7] r—4 $ 


Building!” 


Rising in the heart of the city, opposite Union Terminal, 


this most modern of newspaper publishing plants looks 
confidently ahead ... . able and adequate to serve the whole 
Dallas market when the city itself will have a million 


people. 


Product of long study and nation-wide research, this 


plant opens a new era in Southwestern newspaper pub- 

lishing. It is a fitting testimonial to the vision and faith 

of The News’ founders ...a lasting pledge to its people 
1 that this institution will always serve them well. 


Sell the Readers of the News 


___ He Dallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA ano WFAA fm 


and you have sold the Dallas Market 


— 
————— : ews 
és exrerns, » Member 
SS), Bee Deivex K = Lome AMERICAN 
a 7 : MERSPAPER 


ALVELEKTISING 
ML ITWORK 


“+ 4 
WH Wee He . \ 
ew vere .\ - 


John B. Woodward, Inc. 
Representatives 


| 


Memphis ....... —1 
Minneapolis Dist... 
Minneapolis ' 
es EE wes tesa 
Duluth-Superior. 
Kansas City Dis... 
ae ore 
i. eee 
Kansas City 
Bt. SORODM so 060. -— 
Oklahoma City.. 
SO: pss tweenes 
Dallas District ... , 
nits sure F0+ —3 
Fort Worth .... 14 r—13 
‘ 
4 


—_ 
a ie 
_ 


PEOMOROE iknciscs 

San Antonio ... 1 
San Francisco Dist. 

Los Angeles Area —3 2 

fo. eee ee - ° 

San Francisco.. 3 7 

POPrtiganG ccwsces 20 23 

Salt Lake City.. — 

BOGEGIO «cc vicede 0 10 


r—Revised. 
*Data not available. 


Offers Video Course 


Station WOW, Omaha, is coi- 
ducting a television trainin: 
school for local professional ac- 
vertising men and women. T!® 
first session will be held March !° 
in the Creighton University aud 
torium. Other sessions have be¢ 
set for March 19 and 26. WOW 
television station, WOW-T\ 
plans to be transmitting by t! 
end of the year. 


Gardner Promotes Quinn 


James F. Quinn has been pr‘ 
moted from assistant research d 
rector to research director of Gara 
ner Advertising Company, 5%! 
Louis. 


me 
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French Prices 
Begin to Show 
U pward Trend 


Government Apprehensive) 
Over Movement Gaining 
~—~Buying Offices Expect 250 
Francs Per Dollar Average. 


By B. J. PERKINS 
Wireless, Fairchild News Service 


Jan. 27. 


Paris, Prices in man- j 


ufacturing, stores, hotels and res- | 


taurants with fore gn clientele are 
azaiin moving up. increases » far i 
are small and isolated. but the Gov- | 
ernment is apprehensive that the | 
MOQvemer may gather momentum i 
and minimize the devaluation ad- | 
vantages promised as aids to the ex- | 
port trade and tourism. Contrariwise 
one or two restaurants whose pat- } 
rona has heen much dim nished I 
” t, nh a % ee - 
im mt GUSINGSS. 
i t 
bs Su tint 
{ i ire “en il 


mist ar i 


porter to Stahuize pri 

not vet mnpleted 
Textile mil it. Roup; 

e where in. the Noyt? 


yusands of Beizgian « 
ire paid oon -F mh frak 
Continued on Page p 


No Chance Sed 


, For Revivii 
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By Staff Corresponde 
Fairchild News Serv 


W ASHINGTON, Jan. 27.4 
man Jesse P. Woles 

Mich.» of the House 8H 
Committee asserted late | 
that any effort to revive R 
tion W, the expired con 
credit’ control order of the 
eral Reserve Board, will get- 
lutely nowhere during th4 
mainder of the 80th Congress. 

Mr. Wolcott's comments 
just before he caught a trai 
Chicago where he is addre4 
an gute dealers convention ton 
tow. Mr. Woleott said that to! 
consumer credit controls back, 
at this time would be “Tike rest 
your hand lightl: on a toy t& 
loon,” for all the good it would | 
in restrainimg domestic crest 
expansion 


Ride him in 1948... 
depend on him for 
this...and more, too! 


Via Power-Packed Advertising 


(TOPPED BY LIFE MAGAZINE) 
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LOOK FOR THE 2 FLYING FISH 


’ . 

@ are + ¥geati? 
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Fade the Bing Tish! j 
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The Bouffant 
: 


The Retaile 


The blouse ttre 


n has had all-out a 
s young atiernoon 
eve rig e H 
affect spi 4 alé 
kiail fr ks? 
« . 
Darling of the sp 
é t ling jis the 
are hou r two 
! nm mf&tt 
yp jace In an 
x es t effect f a 
io ‘ hat 'e, 
ket the weare? 
1 rt 
‘ slee of 
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r's Daily NewspaPe™ 


Town Coat 
Bi 


7 E. 12th Street. 


One of the 
mont striking ver- 
siens of the new 
fitted cont sil- 
houette is ex- 
: pressed in a series 
\ of silk - worsted 


padded hipline is 


from the figure 
in a buoyant, 
floating manner. 
Contributing to 


New York 3, N.Y. 


_ainted gen- 
_forted in New 
LS. 

wt ¥ telephone >i vx} 
a oY telephone in Rich- 

Me Rhoads said that Mir 
LO n “will ¢ 
Movent pacity Asked wheth: 1e 


mntinue i! his 


re “ 
istic —— 7TWas contemplating the appointment 
he jof Mr. Thompson as general 
7 Fe “ ager ‘ 4 wad repl od Th ‘ : 
: a ger, i 4 eplie hat is 
Early retail selling, fatining out (beside the question. If any change 
North. West iid Ea twas i from in Mr Thompson's status takes 
population centers mn warmer place, you will be notified 
@renus rf the minty z > ss i@ Theor } 
£ ¢ intry, give the Mr. Thompson has been consult- 
; = , <s : “* eer Ong or ant to Miller & Rh 4 is for “veral 
a quite right ay you wish YOU (months. Before forming his own 
he et ; t; , » f 
ad, h last call get into the company, he was with W. L. Stens- 
ne 4 r ) é4rntner 
nl spring and UMmInet gaard & A iates, and { r to 
i tte that Was Vice-pre lent ot Ass 
fated M: andising Corp 
Turn to the ~ tele Want’ columns nove Mr I was r 1 in 
The writen jou'm looking for may be in Richy A ‘ : 
j totas’s paner, a nah “ea nd, yesterday. 


wn models by Nicola | 
Lalli in which the | 


exaggerated and) 


ay 


Ant to 


Retailers’ Role 


In Control Plan 
Is Shaping Fast 


} 
; 


Decision Due Shortly—Stores 
Viewpoint to Be Considered 


f rounded to give a 
od bouffant styte’ in Framing Voluntary Pacts 
* F that is new to) ; ; ‘ : 
town coats. The | for Manufacturers. 
\/ | skirt fulness is) AS 
{ distended fram eer 
yore very shaped, large By MORT SINGER 
oa hipline pads arch- Washington, Jan, 27.—A vital dee 
‘ ing the coat away 


cision concerning the role of rétail« 
ers in the Government's voluntary 
controls program is rapidly shaping 
up in the Department of Commeree, 
Fairchild News Service learned fee 
liably today, and may be announced 
shortly, 


Officials concerned with the ad- 
ministration of the Taft-Wolcott 
voluntary agreements law are con- 
sidering activating the department's 
S2-man retail advisory committee 
in the program, after initial pro- 
ducers’ meetings have gotten under 
Way, 

Wants Retailers’ Views. 

ft is understood that John C, 
Virden, head of the newly formed 
Olfice of Industry C 
tow convinced that 
merchants heard before 
anv agreements on allocations or 
inventory coatrols are tinalized, 


Voice of 


Shonid be 


There's littl disagreement with 
retailers’ contention that the store 


viewpo nt is important in any agree- 
ments drawn up by manufacturers, 
The only question yet to be resolved 
oy Commerce officinis is 
retailers should be 
in'o the picture, 


what point 
brought 
} At the moment, spokesmen 
oul, they are interested ps 
getting steel, farm machihery, ofl, 
textiles and leather manufacturers 
to agree to cooperate with the OIC. 
“Oo meetings with industry have 
heid. The steel meeting 
rought a pledge of cooperation 
rom the steel producers, 

Today, over 40 farm equipment 
anufacturers assured the Com- 
‘rce Department that they agreed 
th the general aims*of the Taft- 
yleott Act, and suggested that an 
ustry committee be appointed to 
nsider the feasibility of volun- 


point 
marily in 


f agreements.” This was not 
e as far as the steel people 

willing to go in their first 
ing, but Government officials 


opeful that the advisory body 
with more specifie 


Merchandising Background. 
ewly appointed special assist- 
} the at rsecretary of Com- 
"age Thirty-cight 


a 


Our 


Big Spring Story 


KNITTED 
DRESSES 


for ti hte h we 


been 


have 


long famous 


a, 


SWEATERS 


1410 BROADWAY, NEw YORK 18, #9. 


jist at. 


Se ae oe oe 
ee Oe ae adage epee 
| SS ee a ' 
| a ns a 
| ee | 
ie \ 5 Sk i : 
Se. ' : 24 
d seem tocar Y/ be i hee | | S a a 
- ’ : Ges O is oe 
é ~C19_ 3\. ieee A ine the sma} top” “ ' 
¥ = these ae 
: @ the : 4 
() iders . ° 
: the a 
le | -GARDLESS OF TITLE | &g 
10 very i} ae 
3 ; line ‘y : 
pe es : 
71 in ; ' 
l re. 24 ; o, 
2 . a A , 
? ~ | if 
) _— 
. Our current “Analysis of the Circulation of Womens ' 
7 Wear Daily” reveals that 62° of our retail subscribers | a 
. . s A ¥4 ; 
I buy merchandise, regardless of title. In other words, | | a 
| your client's advertising in Women s Wear Daily | a) 
pe ee . wu e ae , ee | 
oT reaches the most snfluential puyer-or-higher grouP a _ 
\ x . . 3 ; i oe 
& % ee in the department store and specialty shop field. a _ 
Be Nowens Wear Hail — } 
eo 7 ) 0 wes — | 2 
; = : a ele 
| ——_—_ eee g 
, | | _ 
| . Vill this ~ ae 
real ie | = 
(le | emeeye Me —— : 
| emoval of Po | | 
Cyt | ee 
= ve sensor 
Sa hei re) ee 
4 “ Ks aa, 5 ih oe, ~ ; 


Creates New Department 


Integrity Advertising Agency, 
Philadelphia, has established a 
merchandising department, with 
H. Arthur Engleman in charge. 


We're Crowing... 


About a 31% increase in 


national linage in 1947. 
Here’s proof that no other 
medium covers the great 
Central Texas market like 
the— 


Waco News-Tribune 
Waco Times -Herald 


@ Morning @ Evening @ Sunday 


Burke, Kuipers & Mahoney, Natl. Kep. 


_dead dodo in the soft drink indus- 
try,” 


at a recent meeting of the Cali- 
‘fornia Manufacturers of Carbon- 
ated Beverages here. 


Mehren Declares 
Nickel Is Dead: 
Urges New Coin 


San Dieco— “The nickel is a 


said Edward W. Mehren, 
president of the Squirt Company, 


Speaking on behalf of his pro- | 
posal for a new seven-and-a-half | 
cent coin, an idea he voiced before 
bottlers’ conventions in South Da- 
kota and Atlantic City last year, | 
Mr. Mehren asserted: “Our sys- 
tem of coinage should serve our | 
economic purposes rather than we | 
'serve the coinage system.” 

Recalling the preseni-day infla- | 
tion and its effects on various in-| 
dustries based largeiy on the 


nickel price, Mr. Mehren declared 
that it is impossible for a business 
or an industry dependent on the 
nickel to give a nickel’s worth of 
value, when the 1939 nickel has 
declined to less than three cents 
today. 


‘A New Normalcy?’ 


Inflation is here, he said. It is 
a stark reality. “It seems too easy 
to wash these facts out of mind 
on the basis that normalcy will 
return and cure our ills. It’s too 
easy to feel we can just hang on 
and make up deficits out of cap- 
ital until that long sought day re- 
turns. But, what if it doesn’t re- 
turn? What if we’re headed for a 
|new normalcy?” 

In support of his position that it 
will be extremely unlikely that 
the U. S. economy can ever return 
to the 1939 level, Mr. Mehren 
cited the debt and veterans’ pay- 
| ments resulting from the most ex- 
| pensive war in history — obliga- 
tions that can only be met in 
terms of devalued dollars. 

He pointed to the government 


5 Sections in 
one Big Volume! 
: 1. Manufacturers Catalogs 
2. Technical Reference 


Buying Directory 
Trade Names 


Jobbers and Distributors _ 


Distribution increased over 1947 
Space rates reduced on 2 pages 
: or more 


a # 
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‘i 
4 years bakers have used this Directory to get quick and casy “where — e 


~buy- it” information. You cash in on this habit when bn put your 


i daeeseg sialic sehsscl sseal lene ve, sim at 
sens Soenany 908 oieay corn ‘in 


ying Directory! For 


For regular consistent selling, 
BAKERS’ HELPER ves 
you the most subscribing bak- 
ers you can buy from any 
bakery publication. It is Amer- 
ica’s oldest bakery magazine, 
carries the largest —s 
volume ‘wl issue, recogniz 
editorial readership 
prestige. 


16,522 ABC 


and 


policy of maintaining agricultural 
crop prices above 1939 levels in 
years to come as basic to satisfac- 
tory operation of the entire econ- 
omy. And, he asked, “‘Doesn’t this 
mean devalued dollars?” 


Bywords of Progress 


And the American people, 
whether they are unionized or not, 
consider improved salaries and 
shorter hours bywords of progress 
—the achievement of which also 
means devalued dollars. 

Adding a forecast of the United 
States News—“A 75-cent dollar is 
about the best to be expected in 
the years ahead”—to his thesis, 
Mr. Mehren asserted that the new 
normalcy means a three - cent 
nickel, a value which the bottling 
industry cannot possibly hope to 
support and stay in business. 

As a solution, he presented the 
idea of a new 7.5-cent coin, with 
a 2.5-cent coin to facilitate mak- 
ing change. Not only the bottling 
industry, but the candy, chewing 
gum, transportation, ice cream, 
vending machine, telephone, cigar, 
newspaper and other industries 
would benefit by the adoption of 
such a coin. 


Says Fractional Coinage Needed 


The consumer also needs frac- 
tional coinage, and would benefit 


by it, said Mr. Mehren. “Billions 
and billions of dollars’ worth of 
limited price commodities and 


services are purchased annually.” 
Much of the total will be over- 
priced sales due “to the limita- 
| tions of our economy, the impor- 
tance of single coin sales, and 
sales in combinations of nickels 
and dimes. Fractional coinage 
will save the consumer money, for 
through the action of adequate 
supply, commodity prices always 
seek lower and more reasonable 
profit levels.” 

The beverage business today is 
a hard hit industry, he declared. 
And because it is hard hit, the in- 
dustry is not selling as it should. 
It cannot pay high-type labor and 
cannot afford necessary advertis- 
| ing appropriations. 


‘Need Higher Prices’ 


“But,” he asserted, “we seem to 
have forgotten that people buy 
what they want first and what 
they need second. Low prices of 
themselves don’t create markets. 
We need more advertising. We 
need higher prices, more coolers, 
plant replacements and better bev- 
|erage products.” And a three-cent 
nickel can’t do the job. 
| Listing six major objections to 
leaving the nickel standard, Mr. 
Mehren patiently presented argu- 
ments refuting each of them. If 
higher prices reduce volume, he 
said, what is sold could at least 
| be sold profitably, and would pay 
for advertising to make the want 
_curve turn back upward again. 
| Prices must go up if the bot- 
'tlers wish to keep from going 
broke, he declared, and it is up to 
|the bottlers to see that wholesale 
‘and retail prices do go up in spite 
of “powerful forces which wish to 
hold to the three-cent nickel” in 
the beverage industry. 

Move Will Strengthen Industry 


| 
| In boosting the price, however, 
|Mr. Mehren admitted that the ad- 
|vantage of a single coin sale 
|would be lost, “but that asset 
|must be surrendered in order to 
stay in business and to redevelop 
your company volume.” 

Rather than boost the price to a 
dime to preserve the single coin 


advantage, he suggested minting | 


the seven and one-half cent piece, 
so that various industries could 
exist profitably at the new plateau 
of business. 

“There’s a tremendous future 
ahead,” he added, “for the soft! 
drink industry, if it shakes itself 
of the three-cent nickel... A new 
higher price level won’t save the 
poor 
operator, and is not intended to 


business man, the marginal | 


Advertising Age, February 23, 1948 


NEW TYPE CAKE—Four-color pages in 

March issues of women's service mag- 

azines will introduce Betty Crocker’s 

new chiffon cake, announced last week 
(AA. Feb. 16). 


do so. It is intended to strengthen 
the entire industry, so that as an 
industry and as individuals we 
can get a larger share of people’s 
money for our products.” 


MORE SCHEDULES 
ON SHORT BASIS 


SEATTLE — Many manufacturers 
and distributors are placing ad- 
vertising schedules on a month- 
to-month basis to maintain flexi- 
bility in the present competitive 
markets, Jim Miller, account ex- 
ecutive for Western Agency here, 
said recently. 

Speaking at the annual conven- 
tion of the Washington Bottlers of 
Carbonated Beverages, Mr. Miller 
said that high production costs 
and advertising expenses were 
causing some distributors to avoid 
long-term advertising commit- 
ments, anticipating a sudden 
break in public buying. 

To .bottlers as individual ad- 
vertisers, Mr. Miller suggested 
three points to help get maximum 
returns from advertising dollars. 
His points: “Keep flexible; take 
advantage of the many marketing 
studies now available to know 
your market, and be consistent in 
advertising.” 

Collectively as dealers, he said, 
bottlers of carbonated beverages 
have a story to put across to re- 
tailers, showing them the high 
margin, fast turnover and the op- 
portunity for tie-in sales and re- 
peat business through bottle re- 
turns. 

Dealers have a public relations 
job with consumers, he added, to 
bring out local aspects in the bot- 
tling of national brands. 


Churches to Hear 
Bishop on Mutual Net 


The National Council of Prot- 
estant Episcopal Churches has 
bought time on the full Mutual 
network, plus some other stations, 
for a 15-minute address by the 
Rt. Rev. Henry Knox Sherril, Pre- 
siding Bishop. 

His speech, to be aired Feb. 29 
at 11:30 a.m., local time, will be 
heard by congregations in 4,500 
churches throughout the country. 
Regular services in these churches 
will be halted temporarily for the 
address in which America’s re- 
sponsibilities to aid European and 
Asiatic countries in their rehabili- 
tation will be discussed. Bishop 
Sherril will speak from Mutual's 
New York studios. 


Names McCann-Erickson 


Industrias Reunidas 
rozzo S. A., Sao Paulo, has ap- 
pointed McCann-Erickson,  S: 


Paulo, to handle the advertising 
| of “Margarite,” a margarin¢ 
Newspapers, radio, car cards an 
other promotion will be used. 


‘Reinosa to to Export Group 


Lydia Reinosa, formerly wit 
'Trans- World Advertising, Ne\ 
York, and the Latin America! 
radio division of the United Na 
tions, has joined the Spanish cop: 
staff of National Export Advertis 
ing Service, New York. 
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World news is pocketbook news ... how much 
money is spent for the Marshall Plan directly affects 
what is available for tax reduction in America. 


Proposed changes in the tax laws can make a sub- 
stantial difference in profits... taxes directly affect 
business operations every day ... trends in taxation 
are pocketbook news. : 


More information on tax trendsand tax develop- 
ments appears in U.S.News--World Report than 
in any other weekly newsmagazine. Naturally, 
business men read every week the only magazine 
devoted 100 per cent to reporting, interpreting and 
forecasting the news of national and international 
affairs. 


Because the News is Important, the Advertising is Important 


U.S.News--World Report 


Published in Washington, U. S. News Building, 24th & N Streets, N.W 


USEFUL NEWS FOR IMPORTANT PEOPLE 


Advertising Headquarters—30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Branch Offices: Boston... Philadelphia...Cleveland... 
Detroit...Chicago...San Francisco...Los Angeles...Seattle 
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You can sell more 
when you have 


America’s No. 1 
magazine for boys" 
pulling for you! 


Here is a host of 1,725,663 young men needing 


millions of dollars’ worth of food, clothing, shoes, 


dentifrices, hair preparations, sports equipment i 


and what have you ... every single year. | 
These keen-age fellows make an advance force 1933 ¢ LINAGE GROWTH 

for any sales program. 

Find out for yourself how they can pull for you, 1940 ee 


as they have been doing for many leading ad- 
vertisers for 10—20—30 years! 


1947 


*No. 1 in linage No. 1 in circulation and reading audience 


The national magazine for boys—published by Boy Scouts of America 
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Government Economists Confer 
on Sudden Food Price Drop 
WASHINGTON—Uneasy about the 
abrupt break in food prices early 
this month, key administration 
economic advisers will confer dur- 
ing the coming week with in- 


formed leaders from _ industry, 
agriculture and labor. 
‘ Government economists believe 


that inflation is still the No. 1 do- 
mestic problem, but they want to 


By STANLEY E. COHEN, Washington Editor 


check their estimates against the 
experience of the people on the 
“firing line.” 

Despite the damage which the 
erratic movements in prices have 
done to the 10-point control pro- 
gram before Congress, the admin- 
istration would be thankful to see 
a limited decline in food prices. 

Lower food prices would take 
momentum away from the drive 
for a third round of wage in- 


creases, reducing the likelihood of , 
sizable increases in prices of dur- | 


fear a fifth to a third drop in 
home construction during the year. 


ables and other non-food items| Such a drop would precede a 


this spring. 


serious recession, and could start 


Moreover, economists feel that|a general depression, the industry 
limited food price drops could be warns. 


absorbed without seriously dam- 


aging the rural population. Food, | 


ms % By 


The public relations - minded 


they observe, is up more than! Washington Board of Trade is 


three times its prewar level, while 
other commodities are only about 
double. “ 


% * * 


The building industry is press- 
ing Congress for an additional 
$2% billion of federally guaran- 
teed credit to carry the building 
boom through 1948. Builders warn 
that it is getting increasingly diffi- 
cult to place 4% G.I. housing loans 
in today’s money market. With- 
out ample government help they 


drumming up a “courtesy to vis- 
itors” contest to make this city 
more attractive to the business 
men and cherry blossom sight- 
seers who will flock here in March. 
Newspapers and radio stations are 
joining in a publicity build-up 
asking citizens to report outstand- 
ing instances of courteous treat- 
ment by retail clerks, transit 
workers, police, ticket agents, 
restaurant, hotel and other work- 
ers. A dozen or more prizes, mini- 


You’re looking at 
the newspaper Washingtonians think of 


first 


Local advertisers think of it first when choosing their advertising 


media (1947 Media Records show The Star first in Retail Display with 


18,116,596 lines). Local citizens think of it first when placing classified 


advertisements. (The Star’s columns carry from 2 to 5 times as 


many want ads as the other Washington newspapers). . Local home- 


dwellers make. it first in home-delivered circulation. 


The Star is Washington’s local newspaper, first in the minds of its 


readers . . 


The Washington Star 


Represented nationally by 


Dan A. Carrot, 110 E. 42Nnp St., NYC 


. with confidence inspired by 95 years of publishing integrity. 


Tae Joun EF. Lurz Co., Tausune Tower, Curcaco 


Advertising Age, February 23, 94 


mum value $100, will go to the 
courteous employes. 
* a * 

Credit a public relations tj. 
umph to American Trucking As. 
sociation. Its “Driver of the Yea," 
was a White House guest Tuesday 
escorted to the President’s o'fice 
by Maj. Gen. Philip Fleming 
Federal Works Administrator, ang 
chairman of the President’s high. 
way safety conference. The 
“Driver of the Year” contest is , 
project of ATA Public Relations 


Director Walter Belson. 
* ~ a 


American expenditures for for- 
eign travel were up 25% during 
1947, equalling the 1929 peak 
Commerce Department reports 
The wartime shift in travel pat- 
terns—from European and Med. 
iterranean areas to Canada, Mer. 
ico and the Caribbean—has con- 
tinued into the postwar era. More 
than three fourths of 1947’s $690. 
000,000 was spent in North Ameri-BG 
can or Caribbean countries, com- 
pared with only slightly more 
than half of 1929’s. 


. * * 
Sun Oil Company President 
Robert G. Dunlop had grim news 
for makers of oil burning equip- 
ment. Before the House inter- 
state commerce committee, he 
warned that “petroleum is rapidly 
becoming too valuable a product mye 
to be burned in furnaces andi rhe: 
under boilers.” He suggested a 
shift to natural gas, but he also 
pointed to unexploited possibili- 
ties in coal. Since 1918, Mr. Dun- 
lop reported, petroleum and gas 
have supplied all the additional 
energy needed for the expanding 
economy. During the same period 
coal stood still. Its share of na- 
tional energy needs fell from 
82.2% in 1919 to 48.8% in 1947. 
2 * * 


FTC struck at the notion that all 
persons will benefit physically or 
mentally from taking vitamin and 
mineral preparations. Its “shot 
gun” order against 16 products of 
a Hollywood firm states that 
“vitamins are continually being 
used and replaced. If renlacements 
are adequate in amount, it is not 
necessary that further amounts 
be taken in.” 

FTC adds that vitamin and min- 
eral preparations of “less than 
therapeutic amounts” are useless 
in cases of sufficient duration to 
become manifest by symptoms. 

* * & 

Margarine makers will have an- 
other “day in court” early next 
month, when the House ways and 
means committee will look into 
those allegedly discriminator) 
taxes which have served as 4 
“protective tariff’ for the dairy 
industry for half a century. At 
the last reporting, seven bills 
eliminating the margarine taxes 
were on hand. Since the dairy 
block still controls the agriculture 
committee, which must approve 
all margarine bills, no one is very 
optimistic about the outcome. 


Launches Largest 


Van Heusen Campaign 


Phillips-Jones Corporation, New 
York, maker of Van Heusen shirts, 
ties, pajamas, etc., has launched 
the largest magazine campaign ing 
its history, using a total of 38 na- 
tional magazines, the majority of 
which will be full pages and 
spreads in four colors. The maga- 
zine campaign will be supported 
by a full schedule in men’s fur- 
nishings trade publications. [0 
addition, a retail promotional pro- 
gram has been scheduled. Grey 
Advertising Agency, New York, 
handles the account. 


Set AGA Convention 


The 1948 convention of t 
American Gas Association will 
held in Atlantic City the week 
Oct. 4. The technical section w 
hold its meetings at the Ambass 
dor Hotel; the residential gas se - 
tion and the industrial and co! 
mercial section at the Ritz-Cai 
ton Hotel, and the accounting sec- 
| tion at Haddon Hall. 
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SPENDERS 


One of the reasons why 
SPORTS AFIELD 
Continues to Forge Ahead 


* A sportsman with an appreciation 
of the finer things of life—and the *Source Printer’s Ink, Jan. 9'48 
leisure and means to enjoy them. 
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Bill Brown is a white collar man on the large office force 
of a big manufacturing company but he has one habit. in 
common with W. S. S. Rodgers, Chairman of the Texas 
Company: they both read some of the same “mass circu- 
lation” business magazines. Bill likes to keep abreast of 
developments in the world of business. It helps him in his 
work. 


If you have something to sell to Industry, you can, if you 
choose, tell your story to both W.S. S. Rodgers and Bill 


. 
‘ 


Brown. But you won't sell much of anything to Bill 
Brown. He isn’t in a position to influence the buying of 
plant machinery or marketing counsel or industrial chem- 
icals or locomotives. 


In terms of executive personnel, American industry has 
grown enormously in the past decade, yet even today there 
are not more than 100,000 top management men .. . im- 
portant men—in important companies. There is abundant 
evidence of this fact. 


Based on figures issued by the U. S. Depart- 


Thus, when you advertise to the decision-making top ex- 
ecutives of America, through magazines whose circulations 
range from 200,000 to more than a million, you are obvi- 
ously giving yourself the luxury of reaching a host of Bill 
Browns—and paying for it, whether you like it or not. 


If the leaders of industry are your prospects, then 
FORBES, with its top management readership, is your 
advertising medium. For 30 years, FORBES has been 
dedicated to the interests and ambitions of the relatively 
few top men in industry. The oldest magazine in its field, 
FORBES from the very first issue has addressed itself 
primarily to the decision-makers of American business. 


ment of Commerce, there were in 1943 
(latest year for which these figures are 
available), fewer than 70,000 board 
chairmen, presidents and treasurers in firms - 


employing as many as 500 persons. 


Today, 100,000 of these executives subscribe to FORBES, 
see themselves and their problems reflected in its pages. 
read it for counsel and guidance and inspiration. 


If you have a product or a program or an idea to sell to 
decision-making Management, the most direct and eco- 
nomical approach to the men you must sell is through the 
advertising pages of FORBES. It doesn’t take $70,000 
a year, or $30,000, or even $20,000 to do this job thor- 
oughly. In FORBES, an every-month campaign of full- 
page advertisements costs the modest sum of $10,260! 


Here is advertising power where it really counts . 
power to move the mighty . . . at mighty low cost. 


(8 
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Cost of Monthly Advertising Schedule 
In The Executive Magazine Group 


(BLACK & WHITE PAGES! 


GUARANTEED ANNUAL 
CIRCULATION COST 
FORBES 100,000 $10,260 
Business Week 175,000 $19,435* 
United States News 300,000 $29,640* 
Says W. S. S. Rodgers, 
Fortune 235,000 | $31,500 ints 
President Texas Company 
Newsweek 700,000 $33,280* 
“FORBES Magazine of Business is doing 
' a great job in helping executives with the ‘how’ 
Time 1,500,000 $71,370* of business—-how to improve labor and public 
relations, sales, production, ete. I find it 


*13 insertions particularly informative and interesting.” 


| Magazine of Business 


POWER TO MOVE THE MIGHTY...AT MIGHTY LOW COST 


(Write FORBES, 120 Fifth Avenue, New York 11, N.Y.. for dramatic proof in brochure “Power To Move The Mighty.”) 
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Reelects Pennock 


Charles A. Pennock has been 
reelected president of the Richard 
Hudnut Sales Company and the 


following officers of the William 
R. Warner Company, New York, 
were reelected at the company’s 
annual meeting: L. A. Klein, vice- 
president and treasurer; E. Walton 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERT 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


Bobst, A. Walker, J. M. Leach, 
H. M. Wuest and B. Salkover, vice- 
presidents, and T. P. Hastings, 
secretary. Robert J. Davis, Cleve- 
land industrialist, will join the 
Warner Company shortly as ex- 
ecutive vice-president. 


Sponsors Auto Race 


For the third consecutive year 
the Perfect Circle Company, 
Hagerstown, Ind., will sponsor a 
coast-to-coast broadcast of the 
Indianapolis 500-mile race over 
the entire Mutual Broadcasting 


Advertising Age, February 23, 1948 


network of over 450 stations. As 
before, the company will dedicate 
the broadcast to the “Doctor ot 
Motors.” 


Names Edwin Hamala 


Edwin A. Hamala, who for- 
merly directed all advertising and 
sales promotion activities of the 
Premier vacuum cleaner division 
of General Electric Company, has 
been appointed advertising and 
sales promotion manager of Jack 
& Heintz Precision Industries, 
Inc., Cleveland. 


To sell 


anything” 


Tour advertising gets more readers per thousand 
Circulation in POPULAR MECHANICS because our 


readers—having the P.M. Mind—read ads deliberately. 


* That means ANYTHING from shoes to 
shampoo... razors to raincoats... ties to 


tires... watches, cars, radios, golf balls, pipe 


tobacco, cameras, shotguns, fishing rods, 


railway vacation trips — a list 


without end. 


More than ONE MILLION circulation 
..+ More than 3.7 MILLION readers 


‘Everyone’ to Get 
into FCC Hearing 
on Editorializing 


WASHINGTON—Everybody wanis 
to have his say about having his 
say on the air. 

Broadcasters, labor unions, 
church groups, veterans organiza- 
tions and farm groups are all reg- 
istered for FCC hearings begin- 
ning March 1 on a proposed modi- 
fication of the existing policies 
which prevent station owners from 
editorializing on the air. 

The commission will inevitably 
hear sharply conflicting recom- 
mendations, for some groups, par- 
ticularly labor, fear that a change 
in existing policies will result in 
a vast amount of hostile opinion- 
ating by broadcasters. 


Free Speech Is an Issue 


FCC, however, has been under 
sharp fire from Justin Miller, 
president of the National Associa- 
tion of Broadcasters. A former 
justice of the U. S. Court of Ap- 
peals, the NAB president warns 
that the existing ban on editorial- 
izing infringes “freedom of 
speech.” 

Judge Miller has- also been 
| sharply critical about the way the 
‘ban came into being. Station own- 
ers were warned not to “editorial- 
ize” as a by-product of the famous 
_“Mayflower Decision,” but the pol- 
‘icy could never be brought into 
court for a test, Judge Miller com- 
| plains. 

According to present plans, 
| ABC, NBC and CBS will be lead- 
off witnesses when FCC sets out 
'to find a way to permit editorial- 
izing, without jeopardizing the se- 
‘curity of groups which might be 
‘injured by the station owner’s 
| comments. 


Long Witness List 


Among the witnesses to be 
|heard are those from the CIO, 
‘UAW, Chicago Federation of 
‘Labor, Farmers Union, AMVETS, 
AVC, American Jewish Congress, 
‘Communications Workers of 
America, Institute for Education 
by Radio, Cooperative League of 
/USA, AFL, American Council of 
Christian Churches, PCA, Com- 
_mittee for Constitutional Govern- 
ment, and Advertising Federation 
'of America. 

Radio’s own personnel wants to 
'be heard, too. Among those reg- 
istered are Communications Work- 
‘ers of America, Iowa Association 
|of Radio News Editors, American 
|Federation of Radio Artists, Radio 
‘Directors Guild, National Asso- 
|ciation of Radio News Directors, 
|Radio and Television Broadcas! 
|/Engineers Union, National Asso 
‘ciation of Broadcast Engineer 
'and Technicians, Association 0! 
| Broadcast Unions and Guilds, the 
|/American Association of Thea 
|trical and Radio Press Agents. 
‘and, not to be overlooked, th: 
American Federation of Musician: 


Attacks Censorship Ruling 


| Discussions will unquestionab] 
branch into the recent FCC rulin 
'which prevents stations from cen 
soring scripts used in _ politica 
broadcasts. 

This verdict, also attacked b: 
Judge Miller as improper rule 
making, holds that broadcaster 
must permit political candidates t 
have their say, regardless of an) 
possible libels. 

FCC contends that broadcaster 
are not responsible for any libe 
contained in these uncensore¢ 
scripts. 

Presumably the commission wil 
consider a similar right of “n: 
censorship” for any party ag- 
grieved by a station editorial 
who demands time for rebuttal. 
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Cash farm income leads every county in U. S. 
... Its America's third largest market! 


America is moving West ... to stay! Within Los Angeles County’s 4,080 
square miles, farming is big business. Last year’s farm income, amounting | 
to $214,821,000, came from the sale of top grade citrus ... poultry ... eggs | 

| 


GET THE FACTS ON LOS ANGELES . . . NOW AVAILABLE 


The Research Department of The 


Piesee has desk. comiin’ © cour ... Walnuts... hogs... cattle... onions... flowers ... milk and grain. | 
prehensive survey of the Los An- Yet this rich farm income is today only a small part of the vast productive | 
= — ne a a activity which has made Los Angeles America’s Third Largest Market. To | 
rends, sales analyses, buying habits, . , : = 
canton, ohn, Wiles toler tees PRE reach it... tell your story in The Times ... delivered to more homes than 
copy of “Los Angeles-City Without any other newspaper in the West. 


Limits.” Full details of the many Times 
studies on America’s Third Market. 


CIRCULATION—ABC Audit Report for twelve months ending March 31, 1947: Daily, 400,811; Sunday, 747,852. 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER AND WOODWARD, INC. NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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As shown on this map the Tribune divides the rich Chicago Metropolitan Market into five segments. 
On Sundays, the Tribune issues a separate section for each of these segments. Thus you 
can list in your co-operative advertising selected groups of non-competing dealers and have each 


enjoy in his local sales territory the prestige and selling impact of advertising in the Sunday Tribune. 
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your Ffamotion 


with tte CHICAGO TRIBUNE’S 
Selective Area Advertising Plan! 
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You get a highly productive 
campaign—tied in closely with 
your dealers’ operations— 
when you take advantage of 
the Chicago Tribune’s Selec- 
tive Area Advertising Plan. 
Under the plan— 


EACH DEALER GETS 


1 Selective coverage of his local 
market 


2 Prominent display of his name 
and location 


3 The low rate of just 1.4c a line! 


YOU GET 


1 Better identification of your 
local outlets 


2 Enthusiastic dealer support 


3 Advertising that pays off right 
away! 
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CHICAGO TRIBUNE 


The World’s Greatest Newspaper 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC. 


You can now direct productive selling pressure specifically at 
the local market each of your Chicago dealers serves. This is 
possible because the Tribune gives you five separate Sunday sec- 
tions in which to place your advertising listing non-competing 
dealers. Each of your dealers, no matter how small his advertising 
allowance, now can have the benefit of local newspaper adver- 


tising and do so at a cost as low as one per cent of card rates. 


This is the kind of co-operative advertising retailers and dis- 


tributors like. It meets local conditions. 


It is applicable in 
practically any newspaper market. Using this plan, you can get 
your share of the rich Chicago market — big enough in itself to 
take all or a large part of your production. Write or phone your 


nearest Tribune representative today for complete details. 
7 . . 


PLAN POPULAR WITH MANUFACTURERS! More and more manufacturers are turning 
to the Tribune’s plan— Admiral, Bendix, Farnsworth, General Electric, Howard, Majestic, 
Philco, RCA-Victor, Stewart-Warner, Stromberg-Carlson, Westinghouse, Wilcox-Gay 
and Zenith radios . . . Bendix Home Laundry, Coleman Heater, Columbia Records, 
Eureka Vacuum Cleaner, Horton Troner, Jacobs Launderall, Landers, Frary & Clark 
Automatic Blanket and Maytag Washer. You'll find it a sales winner, too. 


A. W. DREIER, CHICAGO TRIBUNE 


810 Tribune Tower, Chicago 11 


FITZPATRICK & CHAMBERLIN 


Penobscot Building, Detroit 26 


E. P. STRUHSACKER, CHICAGO TRIBUNE 
220 East 42nd St., New York City 17 


155 Montgomery St., San Francisco 4 
W. E. BATES, CHICAGO TRIBUNE 


e FIRST 3 MARKETS GROUP + METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Remember 
WM. F. RUPERT 


Compiler of national birth 

lists EXCLUSIVELY for the 

post fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 


Ink Makers to Meet 


The National Association of 
Printing Ink Makers will hold its 
annual meeting in San Francisco 
Sept. 27-29 during California’s 
centennial celebration of the dis- 
covery of gold. Headquarters will 
be at the Palace Hotel. 


Big 1948 Reprint of 


Just clip coupon to your letterhead and mail today. 
Within one week we'll send you—without cost or obli- 
gation—a new Letterhead designed especially for you 
We'll also in- 
clude our 1948 Reprint of ‘‘Modern Letterheads” 


by an artist in our “Letterhead Clinic.” 


show you how you can get beautifully 


letterheads for as little as $2.40 per thousand! 


today before you forget. 


New Letterhead, Designed Especially for 
You by our “Letterhead Clinic”. 


Special $2.40 per M. Letterhead Offer. | 


“MODERN LETTERHEADS”. 


; | pETTERHEA 


I Without cost or obli- 
| gation to me or my 
company, please send 
1 new letterhead design, 
| 1948 Reprint of ""MOD- 
ERN LETTERHEADS" 
! and Special a on 
| M. Letterhead O 
UNIVERSAL 

\ LITHOGRAPHING CO. 
| 
I 
L 


and — ae Bivd., 
i ept. 52-A, 
Uthagraghed CHICAGO 339, ILL. 
Write 


Garment Workers’ 
Station fo Start 


Broadcasting Soon 


Union to Try Hand 
at Commercial Radio 
with 6 FM Stations 


NEw York—When WVUN, Chat- 
tanooga, goes on the air about 
March 1, the International Ladies 
Garment Workers Union will be 
in the broadcasting business. 

WVUN, licensed under the name 
of Unity Broadcasting Corporation 
of Tennessee, is the first of six 
commercial, frequency modulation 
stations which the union plans to 
construct throughout the United 
States at an initial cost of $1,500,- 
000. 

Joseph Siegel, a native of Chat- 


FASHIONS AND FOODS---I[MPORTANT NEWS! 


agent—she not 


The buying influence of the mighty female 
in Georgia makes her our No. 1 purchasing 


only buys for herself but 


is the sole purchasing agent for her home 
and family needs. She has long recognized 
The Journal as her No. 1 


source for food and fashion 


ideas... 


Fashion Editor 


styling problems . . 


. Started with The Journal Magazine 
as staff writer in 1938 with time out to 
study art and fashions in California and 
New York. As Fashion Editor, she advises 
her readers daily on their individual 
. tells of the styles 


“The Voice of the South” 


*GRACE HARTLEY 
Food Editor 


- has long been recognized 
es a National authority on 
Southern Cooking. Journal 
readers turn quickly to her 
column for recipes, meal plan- 
ning, marketing news and food 
saving tips. From Miss Hart- 
ley's food bulletins and column 
comes a flood of letters from 
housewives seeking individual 


“EDITH HILLS COOGLER 


available in Atlanta Stores . . . and help on their food and house- 
reports regularly to her many readers on hold problems. Miss Hartley 
the “finds” at New York fashion is @ native of Georgia and 
showings. has been Food Editor of The 


Journal for 12 years. 


tanooga, where he has been as- 
sociated with WDOD, CBS affiliate, 
will direct the programming of the 
$90,000 one-kilowatt station for the 
ILGWU. He will report directly to 
John Martin, president of the 
Unity Broadcasting Corporation 
of Tennessee and regional director 
for the union in that area. 

Over-all broadcasting operations 
of the ILGWU are under the di- 
rection of Frederick F. Umhey, 
veteran executive secretary of the 
union. Mr. Umhey said the union 
will follow “the FCC Blue Book 
as a Bible” in its commercial prac- 
tices. 


To Meet Expenses Only 


“We plan to run our stations on 
a basis which will produce enough 
to pay operating expenses, but not 
to yield a profit to the owners,” he 
said. 

“Since this is our aim we should 
be able to do a great deal more 
public service programming than 
broadcasters who must worry 
about profits. There will be the 
absence of that driving incentive 
to get another dollar and to cram 
as many spot announcements as 
possible into every program.” 

WVUN, which will serve as a 
pattern for the other stations, will 
present a varied radio fare, with 
emphasis on community functions 
and forum discussions. 

When asked why the ILGWU 
considered it worth while to spend 
a great deal of money, from which 
it expects no financial return, to 
enter broadcasting on a non-profit 
basis, Mr. Umhey replied: 

“First of all, we consider it good 
public relations—something this 
union is always mindful of. Then 
by doing a good public service 
broadcasting job we feel we will 
also be serving our members in the 
areas covered by the stations.” He 
added that their stations will give 
a fair hearing to labor’s side of 
controversial issues, intimating 
that time for such is not always 
forthcoming from some quarters 
today. 


Hand Picked Audience 


The first problem in Chatta- 
nooga, where the union has some 
2,500 members, as in other cities, 
will be to make sure of a listening 
audience among union members. 
This ILGWU proposes to do by 
buying AM-FM sets from a well- 
known manufacturer and selling 
them to its members at “some- 
where below $50.” 

For some time negotiations with 
radio makers have been going on, 
but ILGWU’s proposal to market 
sets at cost has been delayed pend- 
ing final FCC action on its applica- 
tion for a New York outlet. This 
application, one of the original 
six, has been temporarily approved 
but the whole New York FM li- 
censing picture must be clarified 
since the New York Daily News 
has filed an appeal. 

If its New York license goes 
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T WAY TO WASH CLOTHES 
Revealed \N AMAZING TESTS 


SA nk EE HOTS: GET Tee Wars SENT: Sur TOUS AUIMORITED SENOUE OEaLeR) 


REMOVES BACTERIA—So says the 
latest copy for Bendix automatic wash- 
ers. The company recently opened a 
Sunday newspaper drive in 160 papers, 
to continue indefinitely (AA, Feb. 16). 


through—some 200,000 of its 400,- 
000 members are in this vicinity— 
the union will place its order for 
what it describes as a “good AM- 
FM receiver at a low cost.” 

The ILGWU is one of several 
labor groups with announced in- 
tentions to enter commercial 
broadcasting. The Chicago Federa- 
tion of Labor, an oldtime Chicago 
broadcaster, has WCFL-FM. The 
United Automobile Workers (CIO) 
has received FCC approval for sta- 
tions in Chicago, Detroit and 
Cleveland. The Amalgamated 
Broadcasting Company (the Amal- 
gamated Clothing Workers) has 
been granted a license for WANF, 
Chicago. 

ILGWU’s Los Angeles station, 
KVUN, is expected to start broad- 
casting within a few months. The 
engineering staff, which is moving 
from station to station, will be- 
gin installing equipment next 
month on Mount Wilson. The stu- 
dio site is still to be selected. 

Construction will get under way 
soon in St. Louis, but sites for 
Boston and Philadelphia are yet to 
be obtained. 

Working closely with the union 
as radio consultant is Morris S. 
Novik, recently director of New 
York’s city station under the late 
F. H. LaGuardia. 


P&T Buys Winx 

Park & Tilford, New York, has 
acquired from the Ross Company, 
New York, full manufacturing 
and distributing rights to the 24- 
year-old line of Winx eye prep- 
arations. Packages have been re- 
designed and an advertising pro- 
gram, now in preparation, will be 
launched within the next few 
months. Charles M. Storm Com- 
pany, New York, is the agency. 


Elects Lewis V.P. 


Bernard L. Lewis, who last year 
rejoined Publicity Associates, New 
York, has been elected a _ vice- 
president of the company. Mr. 
Lewis first became associated with 
Publicity Associates in 1943 and 
in 1944 took a leave of absence to 
help establish Pageant. 


"That's a smashing forehand 
you have there, Peabody.” 


AGENCIES and PRINTERS MAKE MONEY 
on local advertisers with Syndicated 


Sportangles . + ia 


MAT SERVICES! 


By using our mat services you can cut 
production costs to the bone for local 
advertisers and you can satisfy them 
with far less worry. We have clever 


cartoon series (52 weeks each) for 
sporting goods stores, auto dealers, 
garages, tire recappers, taxicabs, clean- 
ers, florists, insurance agents, appliance 
stores, liquor stores, beauty shops, res- 
tavrants, and several general cartoon 
series which can be readily adapted to 
several different types of business. Work 
done by seven different top flight car- 
toonists. 


For complete money making information 
and the exclusive for your city on these 
services write quickly to 


LIL-AD FEATURES 
10612 E. Hazard, RFD 3 
Santa Ana, Calif. 
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WOMEN’S WEAR DAILY 


FAIRCHILD BUSINESS PAPERS — SERVING BIG BUSINESS 


DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS 


Fairchild Business Papers — Serving 


Big Business with a Faster News 
Tempo ... The new Fairchild Building 
adds 125,000 feet of space to 

our publishing plant — equips us for 
a better job of reader service. 


They're beyond the pale in the Fairchild publishing creed. 
When you hew to the line in publishing business news, the 


chips are bound to fall. 


“Our Salvation Is in Printing the News,” is a 57-year-old 
Fairchild tradition. By keeping faith, Fairchild editors have 


stepped on plenty of pet corns — but strictly in line of duty. 


Because Fairchild habitually removes the fuzz from the facts, 
the news reactions of Fairchild readers are that much faster. 
They write their own news-interpretation with actual buying 
and selling that produces a chain reaction. Their collective 


judgment generates the trends in the Fairchild $27 billion 


market at retail. 


That's why Fairchild Business Papers omit the conventional 


editorial page — and the flowers, too. 


You'll get sore eyes looking for Sacred Cows grazing in our 
news columns. Maybe that's why the advertising pages click 


the way they do. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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This department is a reader’s forum. Letters are welcome. 


* we’ JL, not that I think he needs it! Just because JL dared to be 
ie ee vain His ads are nicely handled and | different and had a good idea ri 
issue “The Greative Man’s Corner” new and different! | getting business is no reason to 
pays a glowing ‘tribute to Coca-| -Mr- Jensen says it strikes him|say that his ad copy is in poor 
Cola advertising. as very poor and untasteful type |taste. Advertising needs these 
May we take this occasion to|°f 84 copy. Maybe so, Mr. Jensen kinds of things. : 
sincerely thank you for these kind |—from the artistic or esthetic ; rar woe ae a a 
words and to say that in all of our | Point of view of an arty artist— nig eas Sey Calg 8 peed) 
experience we have never seen but I’d sure like to “taste” the | job! ' os 
our advertising philosophy more orders and checks I'll bet this is Of course I am in accord with | 
tersely and effectively stated. pulling for JL and wish I'd his last paragraph just soeut 
We are indeed grateful. thought of it afore he did. theo atammatta AcE is very | 
E. D. Suepce Jr. PE Pings gs — 0 the word | interesting! easiest ‘ateaenind 
is not considered a swear : ’ 
oe Company, New word (or cussin’) any longer. . Advertising Consultant, New 
it is used frequently on the air) York. 


vvy 
and most people don’t think too Pe 
Champions JL’s Cause _padly of it. Morgan Said ‘No’ 
To the Editor:. Mr. Jensen—of I think, if you will look closer, To the Editor: Hold your hats, 


Audubon town in Iowa, takes ex-|Mr. Jensen, that you will find boys, here we go again! 
ception to the copy used in the|most of the men in the advertis- So Henry Gerling of Harlingen, | 
current series of ads being run|ing profession just as much of the | Texas, wonders “what he (mean- | 
by one “JL”—man of mystery. I| Lord Chesterfield gentleman type | ing me) would think of Morgan’s | 


hasten to pick up the cudgel for!as you will find in any other field.| program if Morgan kidded re- | 


HOUSEWIVES’ PROTECTIVE LEAGUE 


Lewis Martin’s personal recommendations, backed by the 
endorsement of “The HPL Testers’ Bureau,” offer you one 
of radio’s best sales-producers. 


KATHERINE KERRY 


Lively, women-wise commentaries and fast-paced inter- 
views with important personalities have made Miss Kerry’s 
by-line a buy-line to her large and loyal following. 


CURFEW CLUB 


Disk Jockey Bob Goerner’s colorful comments, guest- 
celebrities and weekly contests catch a peak late-evening 
audience with its sales resistance down. 


Pacific Agricultural Foundation, Led 
Sen Jose, California 


- 740 on your dict 


--~ San Francisco Studies 
Pelece Hotel 


EXCLUSIVELY ¥° 
Delivers the Columbia 14 County 
San Francisco-Oakland Bay Market! 


iy by Ed d Petry & Co. Inc. 


} 
| 
| 


| agree completely. 
|did not, question whether or not. 
|he sold the product. 


ligion or 
Hunter’s church.” 


Advertising Age, February 23, 1948 


if he ridiculed Rev.|that many other people are in- 
«| terested in trying to do something 


I think it would be a swell idea,|to further cement good relations 


kidding as he does with advertis- 
ing. As a matter of record (of 
course Mr. Gerling had no way of 
knowing this, so I forgive him!) 
I did once write to Henry Morgan, 
suggesting some particularly “kid- 
dable” ‘aspects of church life 
which he might quite properly let 
go on, but Morgan, too, has his 
modest side. He replied (he’s 
always answered my letters per- 
sonally, by the way, which is more 
than some radio stars do!) that “I 
wouldn’t touch it with a 10-foot 
pulpit!” (Them’s exact quotes, 
podner!) ... 

Gordon Buck, on the _ other 
hand, agrees with me in liking 
Morgan, though he doesn’t par- 
ticularly like my argumentum.. . 
It may even be that, as Mr. Buck 
says, Morgan had a good Hooper 
for that hour; however, I don’t 
share his apparent trust of the 
Hooper system of rating programs’ 
effectiveness. . . 

Just one more thing: The edi- 


‘tor commented when my letter 


first appeared that after all, Ever- 
sharp-Schick should be better able 


to judge whether or not Morgan | 
/had sold the product than his fans, | 
So far, I| 


| 
| 


or words to that effect. 
I do not, and 


As Morgan 
| himself said when he was a guest 
|on the Fred Allen show, “I 
_ pushed, and I pulled, but | didn’t 
click!” 

| As I said in my first letter, I 
|tried an Eversharp-Schick razor; 
that’s why I’m now using an elec- 
| tric shaver. 

| I can say this, though, I’m go- 
ing to try Rayve cream shampoo, 


/even though I’m going to have to_ 


overcome a lot of anti-condition- 

|ing from previous commercials! 
You know what? We even 

arranged a different time for choir 


| rehearsal in the church so that we | 


| could hear Morgan when he comes 
|on the air! 
(REv.) WILLIAM M. HuNTER, 
Florida, N. Y. 


| v9 
Nash Poster Copy 
Puzzles a Reader 


To the Editor: Speaking of 
|Lawrence Strouse’s letter 
the Dentyne ad, at least the sales 


/message is on the positive side, | 


|/no matter how silly. 

But take a look at the current 
| poster ads of the Nash automobile. 
| They show a car parked near a 
|No Parking sign with a cop and 
/a woman arguing. The lady says: 
/“But, officer, it’s a Nash.” The 


‘only inference I can gather from | 


this is, that as it is a Nash car, 
|naturally it broke down in front 
|of a No Parking sign and as it 
‘could not again be started, the 
driver could not be blamed. 
| Can you figure out any other 
|sales message? 
GEORGE P. WRIGHT, 
Shigeta-Wright, Chicago. 
v v Vv 

Encouraged by Interest 
Shown in G-E Report 

To the Editor: I have just re- 
turned from a trip to the South- 
west and feel badly that I have 
neglected until now writing you a 
note about your excellent story on 
the General Electric employe re- 
lations program which appeared 
in ADVERTISING AGE on Jan. 5. 

It might interest you to know 
that we have had numerous re- 
quests for reprints of our material 
and for further information on 
our program as a result of your 
story. Up to now we have filled 
requests for more than 50,000 re- 
prints of messages to employes 
and have gladly extended permis- 
sion to a great many concerns to 
reprint and distribute the material 
on their own. 

It is indeed encouraging to find 


‘if Morgan showed as much genu-| between employer and employe, 
| ine understanding of what he was and mention of the program, such 


as in your article, is very helpful 
in carrying the message across the 
country. 
R. H. PArRHAM, 
General Electric Company, 
New York. 


—) = 


Dodge Leaps Smoothly 


To the Editor: I imagine you 
have received numerous copies of 


DODG 


seMOVES PORWARD BY LEAPS end BOUNDS 


ft is now well known and demonstrated that 
Dodge is alone in its own field, and moving 
fast into all fields of automobile selection. It 
_ is a car Whose qualities of performance have 
nothing to do with price, simply because price 


about | 


,. S8R Joe DOOGE DEALER 
—— 


the recent Dodge ad—and no 

| wonder. 

| No further comment necessary. 

JOHN C. BANCROFT, 
Technical Writer, Sales Di- 
vision, Perfect Circle Corpora- 

| tion, Hagerstown, Ind. 


| To the Editor: Okay, 
/make up your mind! 
CLARENCE N. JOHNSON, 

| Art Director, Reincke, Meyer 


& Finn, Chicago. 


Dodge, 


To the Editor: Enclosed are 
|two advertisements from the Bur- 
lington Free Press which strike 
me as worthy of your editorial 
comment. 
| Ad 1—Dealer signature ad on 
Dodge cars, headlined: 

DODGE 
| ... Moves Forward By Leaps 
and Bounds 

Comment: Even if true, why 
| boast about it? 

Ad 2—Classified 
/ headlined: 


auction ad, 


City Slicker 

Sells Stuff! 
Comment: My own copy for 
|my own auction. The result: total! 
dollar sales two and _ one-half 
times the auctioneer’s estimate, 
after inventory. 

CHARLES E. TOWNSEND, 
Townsend Advertising 
Agency, Burlington, Vt. 

7’ Vv 


How About ‘SELLines’? 


To the Editor: Attached is cop) 
of my letter to Paul H. Raymer in 
|response to ADVERTISING AGE story 
Feb. 2, pushing the campaign for 
a new name for spot radio. 

Mr. Paul H. Raymer, 

Paul H. Raymer Company, Inc., 
366 Madison Avenue, 

New York 17, N. Y. 

Dear Mr. Raymer: 

In your search for a_ bette: 
name for spot radio, may I sug- 
gest one that includes a definition 
—Radio SELLines. 

Too many advertisers still have 
to be convinced that spots do sell 
Let’s remind them every time we 
use the term SELLines. 


They buy SELLines too, dip 
them in rich dough, drop them 
in the grease, and hope they 
sizzle. 

Let’s get hot on this name 
change. SELkLines is_ direct. 


SELLines tells that SELLines sell. 
SELLines is the service mark 
of Sales Counselors, Inc. 
Rospert L. Perry, 
Sales Counselors, Inc., De- 


troit. 
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PAUL S. ELLISON 


After newspaper work in upstate New York, Paul S. 
Ellison was successively in advertising capacities 

with the Vacuum Oil Company in New York and Bruns- 
wicke-Balke-Collender Company in Chicago. He 

has held a number of positions at Sylvania Electric 
involving both advertising and sales. He was 

chairman of the board of the Association of National 
Advertisers in 1946, after having served several 

terms as a director. He is a director of the Audit 

Bureau of Circulations and of The Advertising Council, 
where he has been the coordinator for the American 
Red Cross for five years. He is also a member of the 
Joint ANA-AAAA Committee, the objective of 

which is “A Better Understanding of our 


Economic System.” 
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ave always depended on 


ADVERTISING AGE,” 


comments Paul S. Ellison of 


SYLVANIA ELECTRIC PRODUCTS, INC., 


“to keep me up to date on impor- 


tant news and developments. More 
recently, [| very much enjoyed some 


of your special features, such as 


Mike Hughes interviews with Mr. 
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Fischer to Kelly, Nason 


B. Fischer & Co., New York, 
maker of Astor tea, coffee, spices 


ROGER 
COMBS 


Box 6967, ADVERTISING AGE 


and extracts, has appointed Kelly, 
Nason, New York, to handle its 
fadvertising. The account was pre- 
viously handled by Tracy, Kent & 


Johnson and Kent, 


Co., New York. 
Ellis Adds Four 


Company, I. 
Barb Woodcraft Company, 


100 E. Ohio St., Chicago 11, Illinois 


advertising. 


American Austrian Textile 
Freeman & Sons, 
Magic Mirror Associates and La 
New 
York, have appointed Ellis Adver- 
tising, New York, to handle their 


Spot Speculators, 
Called ‘Mozarts’ 


New YorkK—The men behind the 
singing commercials were depicted 
as the Mozarts of commerce by 
Thomas Whiteside in an article en- 


Over 30 years of qualit 


NEW LOCATION — 


Midwest’s largest and best equipped plant for designing 
and manufacturing display advertising and quantity signs. 


service to the advertising field. 


400% EXPANSION 


Convention exhibits and trade 
show displays designed, pro- 


AMERICAN 
DISPLAY 
STUDIOS 


359 W. HUBBARD ST.. CHICAGO 


Call SUPerior 5484 


titled “I Can Be Had—For Pelf,” 
carried in the Feb. 16 issue of the 
New Republic. 

Mr. Whiteside singles out Allan 
Bradley Kent and Austen Herbert 
Croom-Johnson as the “undisputed 


kings of the jingle—otherwise 
known as the spot or singing com- 
mercial.” Together, Kent and 


Johnson have stifled the static 
with such ditties as ‘Momma, 
Momma, Won’t You Larvex Me?,” 
“Pepsi-Cola Hits the Spot,” the 
Mission Bell wine song, etc. 
“What Mozart was to the philan- 
thropist Baron Von Swieten,” Mr. 
Whiteside reports lyrically, “Kent 


——— 


P & A has been widely known in Chicagoland 
for its outstanding service to advertising agencies 


and advertisers—a reputation earned by adhering 
to the dictum ‘“‘advertisers cannot wait—dead lines 
must be met’’. 


Well designed equipment with time saving fea- 
tures is one important factor providing for this 
reputable service. A well trained, experienced shop 
personnel is another, while a clean, pleasant place 
in which to work is a strong contributary. Order 
and shipping departments function quickly, effi- 
ciently, dependably. Trucks and messengers provide 
fast pick-up service, coordinating with customers’ 


requirements. 


So when selecting a supply source producing 
electros and mats, consider these features—Choose 
one that is capable, efficient, and dependable. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS * MATRICE MAKERS ¢ STEREOTYPERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 
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and Johnson are to the ap neh 
scious makers of Beechnut Chew- 
ing Gum, Esso gasoline, My-T-Fine 
desserts, Pfeiffer beer and Water- 
man’s ink. There is one significant 
historical difference; Kent and 
Johnson are unwilling to accept 
the meager rations allotted com- 
posers in centuries past.” 


Johnson From England 


Kent and Johnson have been 
composing jingles together since 
1939. Johnson was invited to Eng- 
land in 1935, where he had been 
producing a BBC program, by 
John F. Royal, a NBC vice-presi- 
dent. At NBC Johnson caused 
some excitement by putting on the 
air two artists, Mike Riley and Ed 
Farley, with a song called “The 
Music Goes Round and Round.” 

“It was at this stage of John- 
son’s musical development that he 
met Kent,” Mr. Whiteside’s article 
continues, “a former sporting- 
goods salesman who in 1931 had 
orated himself into WOV where 
his duties included sweeping the 
studio floors.” 

After starting off with the suc- 
cessful slogan: “A cake of P and 
G puts 25 times more soap on the 
extra dirty spot,” Kent and John- 
son took the first few bars of “John 
Peel,” rearranged them, added 
“nickel, nickel, nickel, nickel,” and 
converted the tune into “Pepsi- 
Cola Hits the Spot.” 

“After much discussion and ex- 
perimentation, they designed the 
jingle to last no more than 15 sec- 
onds, on the theory that it took at 
least that much time for the aver- 
age listener to arise from his easy 
chair and switch off his radio,” 
Mr. Whiteside writes. 


Mack Had the Courage 
Walter Mack, Pepsi-Cola presi- 


dent, immediately recognized the 
advantages of this catchy commer- | 
cial and ordered it to be broadcast | 
day and night. “Walter Mack was 
the first man to have the courage | 
of his convictions about the musi- 
cal commercial,” says Johnson. “He 
spent enough money to give it the | 
necessary incidence to really regis- 
ter with the listener.” 

The jingle is now being sung in| 
three languages, according to Mr. | 
Whiteside, who adds it was only 
by sheer strength of will last 
Christmas that the administrators 
of the Empire State building were 
able to resist the efforts of Pepsi- 
Cola officials to have the jingle 
chimed over that lofty building’s 
Yuletide carillon. 

Even though Kent and Johnson | 
made the mistake of selling the 
commercial outright to Pepsi-Cola, 
the triumph of the jingle brought 
them widespread recognition. 


Cites Corn Products Job 


Mr. Whiteside points out the) 
problem Corn Products Refining 
‘Company had recently in ac- | 
quainting more customers with | 
|Mazola salad oil. By the time Kent 
;and Johnson finished the job the 
‘number of people who could cor- 
rectly identify it as the Mazola 
| program had risen from 19 to 46%. 
| “Only one small blot obscures 
| the glowing future of these two 
fine artists,” Mr. Whiteside con- 
| cludes, that is “the Petrillo ban 
| on recordings. Their commercials 
will either be sung without musi- 
cal backgrounds, or with instru- 
|ments outside Petrillo’s jurisdic- 
| tion, briefly enumerated by John- 
|}son as ‘harmonicas, jaw-bones of 
lasses, lutes, dulcimers, musical 
| Saws, lyres and electric jew’s 
| harps.’ ” 


CAB Schedules Meeting 


The Canadian Association of 
Broadcasters will hold its annual 
/meeting at the Chateau Frontenac, 
Quebec, Que., March 8-11. 


Meco Names Graham 


F. S. Graham, formerly in the 
creative department of Cockfield, 
Brown & Co., has been named art 
director of Meco Ltd., Montreal. 


Red & White Food 
Stores Launch 
3-Month Contest 


Tacoma, WasH. — Paced by 
small-space teaser advertisements, 
a self-conscious consumer contest 
for Red & White Food Stores in 
western Washington has been 
launched by West Coast Grocery 
Company, supplier for the stores. 

Teaser copy read, “Watch for 
the 3 C’s,” and “Tomorrow, 3 C’s, 
Watch the Red & White Food 
Adv.” Large-space copy in daily 
newspapers announced, “Here ’tis! 
the 3 C’s, Consumer Constructive 
Contest.” 

Contestants are to complete the 
sentence, “I believe the Red & 
White store in my community 
could serve me still better if...” 
Directions to contestants state: 
“Finish this statement in as many 
words as you like—suggesting im- 
provements in physical appear- 
ance, personnel, courtesy, atmos- 
phere or any subject you deem 
necessary.” 

The contest opened Feb. 13 and 
closes May 13. Prizes include 
more than $1,600 in merchandise. 

Entry blanks are obtainable at 
any Red & White store and must 
be accompanied by a label from a 
Red & White product or a fac- 
simile of the label. 

Copy was placed direct by the 
West Coast Grocery’s advertising 
department. 


Kroger ‘47 Sales Up 31% 
Through Fewer Stores 


Kroger Company, Cincinnati, 
has reported that sales for 1947 
were up 31% over the previous 
year, although the number of 
Kroger stores declined from 2,611 
to 2,516. 

Sales in 1947 totaled $754,282,- 
085, and net income reached $9,- 
610,976. The company plans to 
continue its policy of consolidating 
and modernizing stores through 
1948. 


Three Name Kay Agency 

S. L. Kay, Advertising, San 
Francisco, has been named to di- 
rect the publicity and advertising 
of the Fruit Bowl Association, 
sponsor of the annual Fruit Bowl 


‘football game in San Francisco. 


George Tribe Motor Company and 
California Tire Company have ap- 
pointed the agency to handle their 
local advertising and promotion. 


‘The One © 
and Only. 


Directory — 
of Its Kind 


Essential to all who do 
business in Indiana 


If you sell in Indiana, it’s indispensable! 
Contains 100,000 facts—8,900 potential 
customers—names of executives, addresses, 
and complete data on 689 cities and towns. 
Compactly bound in three quick-reference 
sections (over 250 pages): 


CiviC ENCYCLOPEDIA: Lists addresses, 
executives, products, brand names, 
branch offices and number of employes 
of all industries in 689 communities. 
Gives location of town, population, 
transportation facilities, roads, utili- 
ties, banks, newspapers, radio stations 
and hotels. 


PROSPECT GUIDE: Complete, .‘mplified 
listing of 8,900 manufacturers, proc- 
essors and wholesalers—classised by 
products. 


CROSS-INDEX REFERENCE: Alphabetical 
listing of industries for split-second 
finding of information. 


Order copies of the Indiana Industrial Di 
rectory for every salesman today. Per copy: 
$10 (prepaid). 


ee 7 


State Ch of C ce 
202 Board of Trade Building, Indianapolis 4, Ind 


Enclosed is thack for money order) for 


| copie 

| of the 1948 Indiane Industrial Directory, @ $! 

per copy (prepaid). 
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le . 
# “'S stencil marks 


3CHENLE 00 per month 


| rotal pe baal 


MARIN STENCH MACHINE COMPANY, 75 MARSH BLOG. BELLEVILLE, HL. U6. A. 


CITES USERS—Marsh Stencil Machine 
Co., Belleville, Ill., uses testimonial copy 
in its campaign in business magazines 
and business papers in the shipping 
field for its new electric stencil-cutting 
machine for shippers. Krupnick & As- 
sociates, St. Louis, is the agency. 


Four A’‘s to Hold 


Exam in April 


New YorK—The second annual | 
examination for advertising, spon- | 
sored by the American Association | 
of Advertising Agencies, will be) 
held April 17 and 24, said John E. | 
Wiley, Fuller & Smith & Ross,| 
chairman of the Four A’s com-| 
mittee on education and training | 
for advertising. The examination 
has been pushed forward this 
year, he added, to make results 
available to agencies and candi- 
dates as early in the year as pos- 
sible. 

It’ is expected that regiona! 
councils and chapters will sponsor 
the examination in additional cities 
this year. 

In 1947 the candidates were 
given opportunity to have their 
records sent to advertising agen- 
cies in the area where the ex- 
amination was taken. This year 
the national committee is recom- 
mending that councils and chap- 
ters forward records of promising 
candidates first to Four A’s mem- 
bers, then to other agencies, ad- 
vertisers, publishers, radio sta-| 
tions and other employers in ad- | 
vertising who can use the kinds | 
of ability revealed by the Four | 
A’s examination. 

While no candidate is guaran- | 
teed a job, Mr. Wiley pointed out 
that this wider distribution of 
examination records should result 
in an increased number of job 
interviews and act to bring prom- 
ising newcomers into all branches 
of the advertising industry. 


ANPA Reports on Rate 
Changes of Dailies 


The American Newspaper Pub- 
lishers Association reports 687 
newspapers had no change in cir- 
culation rates during 1947, and 465 
changed rates last year, as the re- 
sult of its survey on increases and 
decreases in circulation prices for 
1947. These figures represent 1,152 
newspapers answering the ANPA 
questionnaire. The survey included 
all English language daily news- 
papers in the United States, Sun- 
day-only papers, foreign language 
dailies, daily newspapers in Ha- 
waii, Canada and Puerto Rico. 


Mark Cross to Buchanan 


Mark Cross Company, New 
York, has appointed Buchanan & 
Co., New York, to handle adver- | 
tising for all Mark Cross sales di- | 
Visions. The account was previ- 
ously handled by Abbott Kimball 
Company, New York. 


Bosch Elects Martin 


Edwin M. Martin, a vice-presi- 
‘ent of Farnsworth Television & 
ladio Corporation, Fort Wayne, 

id., has been elected chairman of | 
‘ne board of American Bosch Cor- | 
oration, Springfield, Mass., suc- | 
‘ceeding Atty. Frank J. Garvey,| 
who will continue as a director. 
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A ints J. G. Crost Arthur T. Lennox, on the person- Lea pointed San Francisco sales man- 
9 J nel staff, has been appointed as- ch Advanced ager of the outdoor ativertising 
. G. Crost, former counsel of| sistant advertising manager. C. Robert Leach, account ex-| firm. He succeeds Sidney G. Her- 
the House of Nepressriatives, has ll Sahin. beets Pema arte One Gar 
Siac cameteted “wanlatant - oo the Names Charles Jordan pany, San Francisco, has been ap-! with the company. 
president of Finch Telecommuni- Charles B. Jordan, formerly 
cations, New York. managing director of Station 


a WRR, Dallas, has been appointed W . W ‘ 
vice-president of the 18-station ho the HELL is 2 ho the HELL is ? 
Labatt Names Anderso ’ ‘ 
NM |Texas State Network in Fort | with omly 54 words he opened doors of With only two words he changed a 
acer ames feck tah hs ces |e me ee ee 
- n ~ ds? 

Ltd., London, Ont., brewer, has/| tions, KFJZ, Fort Worth; WACO, ee ae Advertising Age a ee Advertising Age 
been named to the newly created _ Waco; KNOW, Austin, and KABC, 100 E. Ohio Street, Chicago (1, Illinois 100 E. Ohio Street, Chicago (1, Illinois 


position of director of training.| San Antonio. 


CO You cant cover California’s Bonanza Beeline 
without on-the-spot radio 


ger? 


am 


To knock over a big market, you need the right weapon, 
too. And in the Bonanza Beeline, the right weapon is 
on-the-spot radio. That’s because this part of California 
and Nevada is surrounded by mountains ... . natural gn 
barriers that block outside radio signals. 

Yes, the five BEELINE stations belong on your 
California schedule. With all five you blanket the whole 
2 Billion Dollar market . . . because the BEELINE 
stations are strategically located right in the five 
major selling centers. 

Typical of such inside coverage is KERN, the 
Beeline station in Bakersfield. BMB audience reports 
for the city show KERN daytime 81%, at night _epner® 
94%! Check Raymer for more on all five. J wern 


MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA e@ PAUL H. RAYMER CO., National Representative 


KFBK KOH KERN KWG KMJ 


Sacramento (ABC) Reno (NBC) Bakersfield (CBS) Stockton (ABC) Fresno (NBC) 
10,000 watts 1530 kc. 1000 watts. 630 ke. 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 ke. 
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Nash Says Color 


in Trademarks 
Is Overrated 


New Yorx—‘“Color is an over- 
rated factor in public recognition 
of trademarks and package de- 
according to James H. 
trademark, package and 


signs,” 
Nash, 
label designer here. 


Mr. Nash, who has conducted 
tests of consumer reaction and 
memory value of trademarks for 
declared that 
simple geometric shapes and color 
little 


some 15 years, 


combinations 
memory value. 


have very 


By contrast, he declared, marks 


guishing feature of a trademark, 
or assuming that a particular color 
scheme will do the job you want 
a trademark to do.” 

First requirement of a good 
mark, he said, is a distinctive, 
identifying design, to which color 
may be added for attraction and 
‘appeal. 


Joins Cowan & Dengler 
Thomas H. Moore Jr., formerly 

with J. Walter Thompson Com- 

pany, has been named head of 


the radio and television depart- 
ment of Cowan & Dengler, New 
York. 


Dayton to Have Video 


Miami Valley Broadcasting Cor- 
poration, whose application for a 
television station in Dayton has 
been approved by the FCC, will 
begin training video personnel 
with an RCA mobile unit next 
summer. Operation of the station, 
to be called WHIO-TV, will start 
as soon as equipment can be ob- 
tained. Robert H. Moody, gen- 


eral manager of WHIO, will man- 
age the station. 


Names Wilcox V.P. 

Ralph L. Wilcox, Detroit di- 
visional manager, has been named 
vice-president in charge of indus- 
trial sales and engineering of 
Gerity - Michigan Die Casting 
Company, Adrian, Mich. W. Waite 
Broughton, formerly production 


|manager of Trico Products Cor- 


poration, Buffalo, has been ap- 
pointed to succeed Mr. Wilcox as 
Detroit division manager. 


4UVUCe LS Uy aU 


Appoints Brisacher 
Granny Goose Foods, San Fran- 
cisco, processor of potato chips. 
corn chips, toasted nuts and other 
food specialties, has appointed the 
San Francisco office of Brisacher, 
Van Norden & Staff to handle its 
advertising. : 


Trade Avenues to Lewin 
Trade Avenues, Inc., New York, 
sales representative, has appoint- 
ed A. W. Lewin Company, New 
York, to handle its advertising. 


AQave 


Maps I 
for Del ! 

Californ 
San Franc 
paign for 
ing with ¢ 
March 13 
Evening F 

In addi 
page and | 
in Collier 
terial will 
McCann-] 
handles t 


such as the Bell System’s “Bell,” 
National Biscuit Company’s seal 
and the Socony flying horse have 
the qualities which are the es- 
sential elements of trademark de- 
signs with strong memory values. 

“Color aids materially in making 
packages attractive,” Mr. Nash 
asserts, “but I do not advise de- 
pending on color as the distin- 


How to Sell 
Latin America 
More of Your - 
Food Products 


And Beverages 
+ 


USE 


La Tienda 


aud get these 
EXCLUSIVE FEATURES 


1 Speed 


LA TIENDA is delivered each month by 
fast Pan American Clipper—gets your 
ads to your market in 5-8 days insteaa 
of 3-9 weeks. 


You get complete coverage of all im- 
portant Latin American retail and whole- 
sale grocers—also hotels, restaurants 


and clubs. Circulation over 9300 copies 
per issue. 


5S Selectivity 


Published in 2 editions—you can buy 
only the coverage you need—no waste 
circulation. And every copy to the food 
and beverage trade. : 


For illustrated brochure and 
complete details contact 


LA TIENDA 


CHICAGO, 309 W. Jackson Bivd., Wabash 1106 
NEW YORK, 122 East 42nd St., Mu. 3-6271 
GLENDALE, CAL., 227 Spencer St., Citrus 1-1-5071 
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Maps New Campaign 
for Del Monte Catsup 


California Packing Corporation, 
San Francisco, is launching a cam- 
paign for Del Monte catsup, start- 
ing with a full-color spread in the 
March 13 issue of The Saturday 
Evening Post. 

In addition to copy in the SEP, 
page and half-page ads will appear 
in Collier’s and Look. Display ma- 
terial will be available to dealers. 
McCann-Erickson, San Francisco, 
handles the account. 


Joins Dominion Envelope 


J. C. K. Madsen, formerly with 
Robert Simpson Company, To- 
ronto department store, has been 
named sales manager of the Do- 
minion Envelope Company, To- 
ronto. 


‘ 


‘Design News’ Moves 

Design News, published by the 
Rogers Publishing Company, De- 
troit, has moved its editorial and 
New York district sales offices to 
30 Church St., New York. 


Pepsi-Cola Art 
Awards Increased 
to $28,000 in ‘48 


New York — Pepsi-Cola’s fifth 
annual art competition, “Paintings 
of the Year,” which is open to 
artists throughout the U. S., 
Alaska, Hawaii and Puerto Rico, 
has been redesigned this year to 
provide increased benefits for 
artists. 


In addition to the first four top 
prize-winning paintings awards, 
which are $2,500, $2,000, $1,500 
and $1,000, four fellowship awards 
granting $1,500 to each of four 
recipients in different sections of 
the country will be continued. 
This brings total prizes and fel- 
lowship funds to $28,000 this year 
instead of the $21,250 in prizes 
awarded last year. 

In appreciation to Walter S. 
Mack Jr., president of Pepsi-Cola, 
the Artists Equity Association has 
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compete 


huge center circle. 
first catch of the 


Among the more than | 
by the St. Paul Dispatch 
in which more than a half million 
In the responsive St. Paul market, over 90 


In less than three minutes, Les Proulx was throug 
day. Two hours later, S. H. Lee's five crappie catc 
00 .prize winners were two seven year olds. 
Pioneer Press is an annual feature of the St. Pau 
people participated this year. 
°/, of the 334,200* City 


the St. Paul Dispatch-Pioneer Press. 


$1. Paul Dispateh ~ 


RIDDER-JOHNS INCORPORATED, 342 Madison Ave., New York; Wrigley Building, Chicago; 


Source: 1947 Sales Management Survey of Buying Power. 
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Penobscot Building, 


IT'S A NEW WORLD'S RECORD 


For over two hours in below freezing weather, 
in the World's Championship Ice Fishing Contest. / 
XI's signal sent the contestants with their 20 tons of ice-chopping t¢ 


more than 8,000 spectators watched 2,196 ardent anglers 
At 9:30 A. M. Winter Carnival King Boreas 
ools, fishing gear and stoves into the 
h the 27-inch ice and had hooked the_ 
h won the 1948 Grand Championship. 
This unique sporting event promoted 
| Winter Carnival ten-day festival 


Zone population are exclusive readers of 


ST. PAUL I, 
MINNESOTA 


Detroit 


presented him with an engraved 
scroll. 

This year each of the 154 paint- 
ings finally accepted for the ex- 
hibition will win a cash prize for 
its creator. 


Lorillard, Ford Back 
Dodgers Television 


P. Lorillard Company, New 
York, will make its debut as a 
television sponsor this spring as 
a backer of two-thirds of the tele- 
casts of the Brooklyn Dodgers 
home games. The contract over 
WCBS-TV, New York, was signed 
through Lennen & Mitchell. Ford 
Motor Company is the co-sponsor 
of the series. 

The Dodgers reportedly received 
$125,000 for the television rights 
to their schedule. 


Names Hunter Reid 


Hunter Reid has been appoint- 
ed sales manager of General Prod- 


ucts Mfg. Corporation, Oakville, 
Ont. 


( Advertisement ) 


It Takes Business 
Pages to Sell 
Business People 


By C. W. Fisher 

_ Media Director 

_ The Buchen Company 
Chicago 


Here’s an average business man 
named Joe. He subscribes to six 
magazines. He reads them all, too. 

Here we are with a _ business 
message which we want Joe to 
read. Which of these six maga- 
zines should we schedule in order 
to reach Joe? 


“It behooves you,” says the 
voice of experience, “to buy the 
magazine Joe reads for business 
guidance. He’ll read your business 
message more intensely there.” 


When the editor leads Joe’s 
mind along the broad highway of 
his business problems, your busi- 
ness message has no_ trouble 
hitching a ride because it’s going 
the same way Joe is going. But 
when the editor wanders all over 
the countryside with Joe’s mind, 
your advertisement may get lost 
in the scenery. 


Editorial content has a lot to do 
with the intensity of readership 
for advertising. 


_ The tremendous mass circula- 
| tion of Nation’s Business, U. S. 
| News, Fortune and Business Week 
| today is the result of able editing 
| which focuses on business prob- 
‘lems. No diffusion of editorial 
|material or distraction of the 
reader is permitted. 


| You can get the full advantage 
|of this editorial concentration for 
| selling business men when you 
|use not only one but all four of 
these leaders. Together they offer 
| you 1,310,000 subscribers who can 
| be very intense readers of your 
| advertising message, too. 
| When you use 1,310,000 busi- 
/ness pages to sell business’ people, 
| you’re bound to do a lot of busi- 
| ness. 


* * % 


This column is sponsored by 
| Nation’s Business to promote the 
use of a mass technique in selling 
the business market of America. 

Four leading general business 
magazines offer you in 1948 a 
combined circulation of 1,310,000 
executive subscribers, over 15 
million pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 

Net Paid Circulation B&W Page 
Nation’s Business 600,000 $3,000 


United StatesNews 300,000 2,400 
Fortune 235,000 2,750 
Business Week 175,000 1,575 


We'll be glad to give you case 
histories of advertisers who have 
found such mass selling profitable. 
Nation’s Business, Washington, 
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To Kuttner & Kuttner 


U. S. Foot Appliance Corpora- 
tion, Chicago, manufacturer of the 
Breeze line of foot aids, has placed 
its advertising with Kuttner & 
Kuttner, Chicago. 


Wheaties Contest 
Offers Bicycles 
for Best Names 


MINNEAPOLIS — General Mills 


has launched another contest for 
Wheaties, aiming again at juve- 
niles with a penchant for naming 
things. 

From Feb. 16 to the end of 
this month it is promoting the 
“Name the Bike You Hope to 
Win” contest in several comics 
magazines and on the radio. Prizes 
for the best names will bring 
awards of 1,000 of Westfield Mfg. 
Company’s Columbia bicycles. 

The publications include the 


Cut your composition costs to the 
bone, but get just-like-type reproduc- 


tions by using VARI-TYPE service. 
Ideal for presentations, folders, house- 
organs, etc. Perfect for stencil or 
planograph work. Write or phone for 
specimen sheet of type faces and 
quotations. 


ation om |Fawcett Comics Group, True 
ar H 
opy Prep 


|Comics, Puck—the Comic Weekly, 
|Metropolitan Comics Group and 
the new Jack Armstrong comics 
| magazine put out by Parents’ In- 


2 ee wm. 2 


, CHICAGO 6, ILL 


Your SOURCE for complete . 
PREMIUM and CONTEST operation 


Skilled manpower, ample ee ace, modern methods enable us 
to assume the full respons ility of handling, servicing of all 
details connected with premiums and contests. — for 
information. =< 


“GUNEG::. 
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ESTERBROOK 8090 


4812 WEST MADISON STREET + CHICAGO 44, ILL. «+ 


‘\advertising department 


stitute and General Mills. An-! 2 
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nouncements are being made on 
the “Jack Armstrong” (ABC) and 
“Today’s Children” (NBC) pro- 
grams. _ . 

Last fall General Mills ran a 
$111,700 contest offering radios to 
the children who sent in the best 
names for them (AA, Nov. 24, 
’47). Wheaties boxtops are re- 
quired now, as they were then. 

Knox Reeves Advertising, Inc., 
here, handles the account. 


WHITE COLLAR WORKER 


RAIROADER 


SCHOOL TEACHER 


FEDERAL EMPLOVE 


’ ? FARM MACHINERY WORKER 

Radio Reports Ups 3 

Simon Nathenson, an editor in|, 
the New York office of Radio. Re-| [gigging 
ports, Inc., has been named man- 
ager of the Detroit branch, and 
Carl A. Hirschfeld, manager in 
Detroit, has been appointed head 
of the Rockford, IIl., office, whicn 
covers the Chicago area. John J. 
Fitzstephens, a monitor in New 
York, has been named to succeed 
Mr. Nathenson. 


AUTO WORKER 


COAL M/NER 


FARMER 


T a weed 


WHO'S MAKING = 
MORE MONEY? 


Y&R Appoints Halderman 


Richard A. Halderman, formerly 
sales manager and buyer for the 
Los Angeles division of Great At- 
lantic & Pacific Tea Company, has 


Survey Shows 
been po te yy em | Farmer Benefits 
Loe Angeles, | Most From Boom 


Names Hall A.M. riding high. 

Richard S. Hall, formerly in the, Not only because he’s close to| 
of the|the source of food, and in many | 
Omaha World - Herald, has been | cases grows much of what he and 
| named advertising manager of the his family need to eat, but be- 
|Evening Free Hollister, | cause the price of things he sells | 
\Cal. have increased much more rapidly | 


Lance, 


pio™ 1947 


37,146,000* 


TOPS THE 
IN PER CAPITA AUTO REGISTRATION! 


Official estimates just 


Miami with a total registration of 1 car to every 


212 people, compared with a 


for the rest of the U. S., topping the national average 


by a solid 57%. 


Yes, Greater Miami is riding in high gear,--in 
this and in all the indexes by which market activity 
is measured. And only one paper delivers this rich 
market ... The Miami Herald .. . first in Florida in 
circulation and coverage, and one of the nation’s 
year-in year-out leaders in all linage classifications. 


eR 


John S. Knight, Publisher 


*Dade County Tax Collector & Public Roads Admin. 


Miami — A Great International Market 


* Story, Brooks & Finley, Nat'l Representatives 


These facts are mirrored in a} 
study made by Successful Farm- 
|ing’s research division, and show | 
that the farmer’s net is more than | 
| double that of 1935-39. The maga- | 
zine figures that the farmers’ gross | 
|/income was $30 billion for 1947, | 
that about 50% of the farmers got 
|90% of the farm dollars, and that | 
the bulk of the richer farmers are | 

midwesterners. 


Index Shows Change 
| According to Joseph E. Ratner, 
| the index of 1947 net income com- 


research associate in the division, | 
|pared with the 1935-39 ame, 


than the price of the things he 
buys. 


| would show this: 
| Satie 
a ee 215 
| Ce OEE kc sek cues 158 
ae 110 
| Construction worker ..... 107 
Farm machinery worker. .106 
Federal employe ........ 98 
| School teacher .......... 97 
ST owe cdnad steed 96 
CRE AT i R | | | | | | White collar worker...... 95 


Farmers are hit by high prices 
and taxes as are other occupations, 
but their particular advantage is 
shown by these statistics: Pre- 
war, it took 9,000 pounds of hogs 
to buy a $750 auto, now 6,000 
pounds of hogs will buy a $1,600 
auto; prewar, 153 pounds of hogs 
bought a tire, now only 60 pounds 
of hogs are required. 

Mr. Ratner says the index was 
developed by (1) taking gross 
agricultural income figures from 


NATION BY 57% 


released show Greater 


ratio of almost 1 to 4 


into consideration. 


| Merchants to Meet 


| merchandise exposition of the Na- 
tional Industrial Stores Association 


| will be held at the Hotel Nether- | 


land Plaza, Cincinnati, 
of Aug. 22. 


Pulitzer Elects Rowden 


Fred F. Rowden, advertising 
manager of the St. Louis Post-Dis- 
Patch, has been elected to the 
board of directors of the Pulitzer 
Publishing Company, publisher of 


the week 


‘the Post-Dispatch. 


Des Mornes—The farmer is} 


| the Census of Agriculture; (2) 
gross income of industrial and/| 
white-collar workers from the 
|Bureau of Labor Statistics; (3) | 


‘cost of living increase was ap-| 
plied to the gross income figures; | 
(4) taxes, cost of production or. 
production expenses were taken | 


The 22nd annual convention and | 


Goodrich to Build New 
$3,000,000 Ohio Plant 


B. F. Goodrich Chemical Com- 
| pany, Cleveland, is planning con- 
| ae of a new $3,000,000 gen- 

eral chemical plant in Avon Lake, 
O., where its chemical experi- 
'mental station already is located. 

The products to be produced in 
‘the new plant include polyviny| 
‘chloride resin, American rubber 
and organic chemicals. 


Form Chicago PR Firm 


O’Reilly, Doty & Sommer, pub- 
lic relations and publicity  or- 
| ganization, has been formed with 
offices at Suite 1000, Engineering 
building, Chicago. Principals are 
John O’Reilly, formerly produc- 
| tion chief, and Dorothy Doty, for- 
mer radio and fashion director, 
‘with Howard G. Meyer & Associ- 
| ates in Chicago, and Walter Som- 
| mer, export broker. 


Raytheon Elects 


Laurence K. Marshall, presi- 
dent, has been elected chairman 
| of the board of Raytheon Mfg. 
Company, Waltham, Mass. Charles 
| Francis Adams Jr., executive vice- 
| president, has been named presi- 
dent. Mr. Marshall will retain 
/an active part in the management, 
sharing the responsibilities with 
Mr. Adams. 


Gets Bedding Account 


The Montreal office of Stevep- 
son & Scott has been appointed to 
direct the advertising of the Johns- 
ton Bedding Ltd., Montreal. 


ae ae 


_| youget KMBC, plusKFRM, 
its new 5,000-watt daytime 
550 Kc. associate station for 
rural Kansas. The Team’s 
coverage is custom-built to 
cover all the Kansas City 
market. And The Team is 
the only Kansas City broad- 
caster doing that job. 


KMBC 


of Kansas City 


KFRM 


for rural Kansas 


FREE & PETERS, INC. 
For complete Coverage of Kansas City’s 
trade area 


When you buy The Team | 
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Apple Growers 
Test Contest; May — 


Double Campaign — 


Yakima, WasH.—A doubling of 
the advertising assessment on the 
1948 crop of Washington apples 
has been recommended to growers 
by the Washington State Apple 
Commission. Simultaneously, the 
commission has authorized a 
Johnny Appleseed quiz contest in 
two test areas, Texas and Cali- 
fornia. 

The present assessment of three 
cents a hundred pounds (about 
115 cents a box) would be raised 
to six cents-a hundred if growers 
approve the proposal of the com- 
mission, and would produce ap- 
proximately $800,000. In the past 
season, drawing heavily on re- 
serve funds, the commission spent 
$900,000, of which somewhat over 
$500,000 is for advertising and the 
balance for dealer service and 
merchandising, research and in- 
dustry activities. 


$7,000 in Prizes 


The quiz contest (a test), will 
carry a set of true-false questions, 
which the contestant checks off, | 
and 25 words on why he be-| 
lieves his answers are correct. The | 
quiz will cover such points as the | 
health-building properties of ap- | 
ples. Apple seeds must accompany 
each entry. 

Directed to children as well as | 
adults, the contest will provide | 
two first prizes of $1,000, one for. 
children and the other for adults. | 
Other prizes will include bicycles, | 
radios, dogs, wrist watches, groc- | 
ery and clothing store certificates | 
and boxes of Washington apples. 
In all about $7,000 in prizes will 
be offered. 

The contest will be promoted | 
with newspapers. It will open in 
March and run about six weeks. 

California and Texas are test | 
areas for a national contest, which | 
might be opened in the fall and | 
would tie in with a new Walt Dis- | 
ney cartoon, “Melody Time,” | 
which is built around the legen- | 
dary figure, Johnny Appleseed. | 


Aim at Quality Control 


The decision on doubling the 
assessment for promotion of ap- | 


ples will be made by the commis- | ° 


sion in April on the basis of re- | 
ports from growers’ meetings. | 
Along with heavier promotion, | 
the commission stressed the need | 
for better quality. As one step to 
control quality of apples shipped 
to markets, growers and shippers 
jointly are considering adoption 
of a federal marketing agreement 
with the Department of Agricul- 
ture, which would provide a 
means to keep low-quality fruit 
off the fresh market. 

A medical research program 
now under way into the effect of 
apples on health gives promise of 
opening a broad and relatively 
new advertising theme for apples, 
Walter Martin, commission chair- 
man, reported. 

Advertising is handled by. J. 
Walter Thompson Company, Se- 
attle. 


Appoints Louis Eidt 
Louis W. Eidt, formerly secre- 
tary to the Texas Newspaper Pub- 
| shers’ Association in Dallas, has 
‘ined the executive staff of News- 
apers, Inc., publisher of the Waco 
ews-Tribune and Times Herald, 
ustin American and Statesman, | 
‘nd Port Arthur News. 


loins Apollo Records 
Ralph Berson has been named 
ational sales and promotion di- 
ector of Apollo Records, New 
‘ork. He previously held similar 
ositions with National and Con- 
‘inental Records. 


Makes Beauty Awards | Names Katz Agency 


Beauty Fashion, New York, has | The Katz Agency, Inc., New) 
presented 1947 awards to Charles; York, has been named national | 
of the Ritz for merchandising pol-| sales representative of all radio} 
icy; Schnefel Brothers for pack-| properties of the Baltimore Sun: 
aging of Look Twice; Richard) WMAR-TV; WMAR-FM, which 
Hudnut for promotion of its new; will go on the air soon, and| 
line of hair beauty preparations,; WMAR, AM _ station, which is. 
and Revlon Products Corporation | scheduled to go on the air the lat- 
for advertising. ~ ter part of this year. 


Names Hicks & Greist Toronto Agency Moves 


‘Felton Chemical Company,| The Toronto office of McCon- 
Brooklyn, manufacturer of oils| nell, Eastman & Co., advertising | 
and materials for the perfume and agency, has been moved to 147. 
flavor industries, has appointed | University Ave. : 
Hicks & Greist, New York, to 
handle its advertising, effective 


{ 


‘Rolland Paper Moves 


| The Rolland Paper Company, 


March 1. 
: , Montreal, has moved to new offices 
Names O'Meara, Hibler 2°}'645"Snerbrooke St. West. 


Aetna Life & Affiliated’ Com- | 


panies, Hartford, Conn., has ap-| . ; 
pointed William J. O’Meara cas- Seven to Friend-Sloane 


ualty advertising manager, and| The seven following companies 
Edward B. Hibler editor of “Life have appointed Friend-Sloane Ad- | 
Aetna-izer.” ‘| vertising, New York, to handle | 
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{their advertising: Pandora Knit-|pany; E. K. Wertheimer & Son; 
| wear, Manchester, N. H.; the Gold- | Joan & Edward’s Bootery and Lit- 
man Company, 
Mor Play Togs; Rogen Mfg. Com- | York. 


Baltimore, Art-|tle Empress Coat Company, New 


O. A. FELDON & ASSOCIATES 


Publishers’ Representatives 


185 North Wabash Avenue Chicago 1, Ill. Dearborn 5272 


HAT BY 
SALLY SAPPHIRE — 
‘VICTOR one of 13 colors in the 


BUCKEYE COVER line. 


FAMOUS COVER GIRLS 


PHOTOGRAPHED BY 
BENEDICT FRENKEL 


Madelon Mason followed in the footsteps of 

her mother who was a fashion model of a 
slightly earlier period. Madelon was born in. 
Boston, started her modeling career there, but 
went to New York on a vacation, stopped in to 
see Mr. Powers and was signed up by him on the 
spot. For the past twoyears, Madelon has posed as 
the young mother in the famous series of mother 
and daughter paintings made by Al Parker for the 
covers of The Ladies’ Home JOURNAL. She is 
unmarried, lives with her mother in New York. 


FAMOUS COVER PAPERS 


MADE BY THE 
BECKETT PAPER COMPANY 


Color that catches the eye, texture that is 
pleasing to the touch, quality that assures 
long wear—these are the ingredients that 

make BUCKEYE and BECKETT COVERS the 
first choice of ad men and printers everywhere. 
Keep inspiration at your elbow with a Beckett 
Auto-File—better than any sample book, it contains 
samples of all colors, weights and textures, ready for 


use in working up dummies. 


PAPER COMPANY 


HAMILTON, OHtO 


IF YOU WANT YOUR CATALOGUE OR BOOK- 
LET TO BE READ FROM COVER TO COVER... 


be swee W has a covet! 
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Coftette to Push 
Right Products 
Made from Coffee 


BrooKtyn — A hair shampoo, 
rinse, suds, cleanser, soap, ath- 
lete’s foot preparation, headache 
tablet and flour, all manufactured 
from coffee, will be introduced 
during 1948. 

Coffette Products, Inc. will in- 
troduce the first of these products, 
Coffette hair shampoo, in business 
papers during the week of the In- 
ternational Beauty Show in New 
York in April, and after the show 
will launch a drive in newspapers. 
The company also will use spot 
announcements and is shopping 
for a local morning program in 
New York. 

The products are processed 
principally from sub-standard and 
other coffee which cannot be used 
for beverage purposes and which 
would ordinarily be destroyed or 


1,300, OOO subscribers 


... But 2,626,000 Readers!* 


Whole families read and enjoy | 
FOREIGN SERVICE, according to | 
Most of 


these readers are young married 


a recent Starch survey. 


people who are now buying homes, 
home furnishings, appliances, sport- 
ing goods, and thousands of smaller 
items. Put your product or service 
before them through advertising in 
FOREIGN SERVICE 
of getting results! 
Daniel Starch Survey 


and be sure 


1947 


Write for your free copy of Daniel 
Starch survey. In easy-to-read folio 
form, it proves conclusively you 


need FOREIGN SERVICE to get 
complete coverage of the Veteran 
market. 


wasted. The company was estab- 
lished in 1944 and has been man- 
ufacturing detergents used in the 
laundry and textile industries. 
Agency is J. M. Hickerson, Inc., | 
New York. 


Olian Appoints Kelly 


James T. Kelly, formerly an ac- 
count executive of C. Wendel 
Muench & Co., Chicago, has been 
appointed an account executive of 


Olian Advertising Company, St. | 
Louis. 


Schedule Exposition 


The Iron and Steel Exposition 
will be held in the Cleveland Pub- 


‘lie Auditorium, Cleveland, Sept. 


28-Oct. 1, in conjunction with the 
annual convention of the Associa- 
tion of Iron and Steel Engineers. 


YWCA Appoints Fay 


Ethel Fay, formerly an account 
executive of Koehl, Landis & Lan- 
dan, New York, has been named 
public relations director of the 
YWCA, Portland, Ore. 
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‘Seropan Joins KGO 

J. Milton Seropan, formérly 
‘with Station KNBC, San Fran- 
cisco, has joined the sales staff of 
Station KGO and the American 
Broadcasting Company, San Fran- 
cisco. 


Appoints Woodley 

Holland-Rantos Company, New 
York, has appointed Albert Wood- 
ley Company, New York, to handle 
its advertising in drug and med- 
‘ical business papers. 


Ruddy Names Allen 


George W. Allen has been namej 
| to represent the E. L. Buddy Com- 
|pany, Toronto, outdoor advertics- 
|/ing service, in western Ontario. 
His headquarters are in London, 
| Ont. 


‘Shoe Group Names Gale 


Arthur H. Gale, formerly wesi- 
/ern manager of Creative Footwear. 
has been named secretary of the 
St. Louis Shoe Manufacturers’ As- 
| sociation. 


Advertisin 


Sales C 


Howard 
president ; 
Inc., has b 
the Roche 
Club of, th 
Commerce 


Names 


E. P. Mc 
assistant t 
charge of 
cific Coas 
Franciseo. 
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Sales Club Elects 


Howard A. Schumacher, vice- 
president and director of Graflex, 
Inc., has been elected president of 
the Rochester Sales Executives 
Club of, the Rochester Chamber of 
Commerce. 


Names McElhany 


E. P. McElhany has been named 
assistant to the vice-president in 
charge of sales of Bethlehem Pa- 
cific Coast Steel Company, San 
Franciseo. 


To Nurse’s Somisiel 


Thomas M. Kelly, former ad- 
vertising manager of Radio Re- 
ports, New York, has been ap- 
pointed advertising representative 
in New York and New England 
for the American Journal of 
Nursing, New York. . 


Names Lee Trenholm 


Lee Trenholm, formerly with 
Underwood Ltd., has been named 
public relations manager of Pro- 
vincial Paper Ltd., Toronto. 


WCAU Program 
Keeps Audience 
Informed on Tele 


PHILADELPHIA — WCAU has a 
novel plan for selling Philadel- 
phians on television. 

To build a video audience for 
| WCAU-TV, which debuts today 
| (Feb. 23), the 50,000-watt Bul- 
|letin station has 


scheduled a/| vision set dealers and distributors be 


titled “This Is Television.” 


The | date of its scheduled opening. 
broadcast will be devoted to a dis-| In the letter, WCAU-TV said its 


viewers will be advised immedi- 
ately of difficulties occuring dur- 
ing the course of transmission and 


cussion of television programming 
and interviews with dealers, ser- | 
vicemen and manufacturers, who | 


will inform potential listeners of| cautioned that they are originat- ~ 


technical progress in the medium. | ing at the station and that there- 

Program highlights will cover | fore no attempt should be made to 
the schedules of WPTZ and WFIL-| readjust receivers. During the 
TV as well as that of WCAU-TV. | testing stages, lookers-in will be 

Meanwhile, the station has for- | told, they can expect variances in 
warded letters to some 1,000 tele-| signal strength which are not to 
interpreted as difficulty in 


| weekly 15-minute program en- | in this area informing them of the | their receivers. 


HAPPY HOLIDAY says: 


I cannot tell a lie! I did it! I confess ’m 


The most suecesstul 
two-year-old magazine of 


all monthlies ever published / 


(Oh, happy birthday to me!) 


Let the chips fall where they may, here are the honest-to-George facts: 


Number of 


ie Ist 12 mo. 2nd 12 mo. 
advertisers 


ABO Bis 
Now the different classifications of advertisers total 
forty! Everything from automobiles to insurance, 
beverages to radios, women’s wear to toiletries 
...they’re all in Holiday. And all for the same 
good reason: Holiday moves merchandise! 


Circulation 


average net paid 


Ist 12 mo. 2nd 12 mo. 
AGILLIB 758.885" 
These figures are average net paid circulation (the 
first year’s figure is ABC, the second year’s is based 
on the best available estimates). NOW —HOLIDAY 
IS OVER 800,000! Within a 2-year period no 
magazine selling at 50¢, or even 35¢, has ever gone 
so far so fast. More than 800,000 of America’s most 
up-and-doing. most responsive families! Everyone in 
the family—and friends too—reads Holiday. Ten 
recent surveys show that each copy is read by an 
average of 7.7 readers! What a made-to-order market 


ahis * | i 
of millions! * Best available estimates. 


Advertising 
revenue 


Ist 12 mo. 2nd 12 mo. 
8957.796 881.857.8914 
Holiday’s second-year advertising revenue of 
$1,857,894 is greater than the second-year revenue 
of any other monthly magazine! And the advertising 
lineage increased from 401,813 lines in the first year 
to 460,200 lines in the second. year. The reason? 
Responsiveness. People read Holiday in a holiday 
mood—a relaxed, responsive, buying mood! 


Number of Ist 12 mo. 2nd 12 mo. 
retail tie-ins 505 1131 


In the last 12 months, 968 leading retailers used 
Holiday as the major theme in 1131 store promo- 
tions. Department stores, shoe stores, men’s stores, 
specialty stores, drug stores, sporting goods stores 
... ALL kinds of stores have tied in with Holiday. 
What’s more, these stores used over 500,000 lines 
of newspaper advertising and more than 5,000 
windows as well as interior displays, fashion shows 
and radio programs. 


| . . ’ 
Joins ‘American Home 

| J. R. (Rube). Norris, former ad- 
_vertising sales manager of the 
American Magazine and prior to 
'that manager of the American’s 
western advertising, has been ap- 
pointed assistant advertising di- 
‘rector of The American Home, 
New York. 


Adds John Doriss 


John B. Doriss, formerly adver- 
tising manager of Taca Airways, 
has joined the advertising depart- 
ment of Scholastic Magazine, New 
York. 


Bank contacts 
Open doors 
for you! 


'BANKING's Blue Ribbon List 
of seasoned advertisers shows 
solid evidence of banker impor- 


tance to these industries: 


@ Construction materials and 
equipment—for business, 
j home & farm 


@ Office equipment & supplies 
5 Z @ Insurance 

: @ Investments & Services 

e Transportation Interests 


5 e@ Industrial & community 

A development 
| Banks are large consumers of 
such products and services—but 
of far greater importance is the 
tremedous force of bank promo- 
tion of products they are willing 
to back with loans. 


Bankers recommend many prod- 
-ucts and services personally and 
by displays in windows and lob- 
bies as well as in many forms of 
their own advertising. 


BANKS ARE A _ VITAL 
LINK BETWEEN SUPPLY 
AND DEMAND! 


The magazine of influence 
among men of influence is 


BANKING 


Journal of the American Bankers 
Association 


ABC circulation over 34.000 


12 E. 36th St. 
New York 16 


105 W. Adams St. 
Chicago 3 
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What Data Needed 
Most, Census Asks 
Marketing Experts 


Issues Question List 
on Best Policies for 
Next Business Census 


WASHINGTON—Census Bureau is 
going to marketing men with a 
series of questions designed to 
point up. the kinds of information 
that “consumers” of statistics want 
in the next census of business. 

Though the date for the next 
census is still in doubt, the bureau 
wants to be ready in the event 
that Congress authorizes studies 
to be undertaken early next year. 

If Congress refuses, however, 
the Business Census will be made 
one year later, under existing 
authority. 

This first “questionnaire,” a/| 
multilith pamphlet titled “Se-. 


tions” that are to be used to round 
out the data, particularly for 
larger retailers. 


Commodity Data Uncertain 


With only a limited amount of 
money available, and under pres- 
sure to rush out its tabulations, 
the Bureau wonders how far to go 
in collecting commodity data. 

In 1939, it points out, about one- 
third ofall retailers were unable 
to analyze their sales, even under 
the broad commodity headings 
adopted for that census. 

Should we repeat this proced- 
ure, in view of its known limita- 
tions?, should we drop our efforts 
to break down sales by commod- 
ity groups?, or should we try an- 
other approach?, the Bureau asks. 

It has been suggested, the Bu- 
eau reports, that it might be de- 
sirable to try to develop a “table” 
which gives, by kind of business, 
the number of stores handling 
certain commodity lines. 

“It might be possible to develop 
a list of about 100 such lines and 
to put the collection operation on 


ane 
dn gem 


eH ics i ae oe 


a check question basis, thus avoid- 
ing some of the difficulties in- 
herent in the development of 
quantitative figures. 

“If this operation were success- 
ful,” the Bureau says, “it would 
be possible to publish county fig- 
ures indicating the number of 
establishments in each kind of 
business which handle each of the 
commodity lines for which infor- 
mation is collected.” 


How Far to Go? 


Census Bureau also asks if it is 
worth while to go deeper into “spe- 
cial facilities’ such as “self serv- 
ice,” “fountain” equipment, or 
“vending machines.” 

Aside from the extra costs, it 
warns that here again the diffi- 
culties in getting accurate returns 
are considerable. : 

Other issues center on _ the 
amount of payroll, credit and op- 
erating cost information retailers 
ought to provide. In the past, re- 
tailers have provided only pay- 
roll figures, whereas wholesalers 
have provided breakdowns show- 
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advertising, 
occupancy 


ing administrative, 
delivery, warehouse, 
and other expenses. 


‘Cut Off? Point a Problem 


Another problem relates to the 
“cut off” point separating users of 
“short, forms” and “long forms.” 

In 1939, 1,250,000 stores—some 
75% of all—did less than $20,000 
of business, and used the “short 
form” asking only the minimum 
of information, and no commodity 
data. 

Should the cut-off be on the 
number of employes rather than 
dollar sales? Census Bureau asks. 

More important: should more 
questions — including commodity 
questions—be added to the “short 
form?” 

The answer determines. the 
amount of detailed information 
available for small places and 
counties, for it is frequently. im- 
possible under the 1939 form to 
tabulate commodity and other de- 
tailed data without 
business secrets of the relatively 
few organizations reporting’ on 


revealing 


“long forms.” 

Other questions are: Should we 
attempt tabulations for towns and 
cities of less than 2,500? Should 
we tabulate by metropolitan arva 
or by central city? Shall we in- 
clude excise, sales and use taxes 
in sales totals? How shall we de- 
fine chain stores? 

Copies of the 15-page pamphlet 
may be obtained from Business 
Division, Census Bureau, Wash- 
ington 25, D. C. 


Perfex Appoints Putt 


Allen A. Putt, formerly com- 
mercial sales manager of the Friez 
instrument division of Bendix 
Corporation, has been named east- 
ern sales representative of the in- 
dustrial controls division of Per- 
fex Corporation, Milwaukee. 


Establishes New Agency 


W. J. Sylvester has resigned as 
local sales manager of Station 
WJW, Cleveland, effective March 
1, to form an advertising partner- 
ship to be known as Gerst, Sylves- 
ter & Walsh. 
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lected Questions Relating to the - 


Next Census of Business,” deals | 
only with retail trade matters. 


To Cover All Retail Outlets 


It promises that the next census | 
will cover all establishments in| 
retail trades, not merely a sample, | 
as was done in 1929 and 1939. 

As a minimum, each firm will. 
be required to provide figures on 
sales or receipts, employment and 
payroll, and identifying informa-_| 
tion showing kind of business, lo-| 
cation and organization. 

From this data, the Bureau will 
be able to publish totals for all 


establishments as well as detailed | 
figures for various kinds of busi- | 


nesses and for various localities. 
Many of the Bureau’s problems 
stem from the “additional ques- 


As a user of Words 
You will be thrilled 
By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ences in that interesting book 
“Teacher of Business.” 


This man who built one of America’s 
most successful business publishing 
es aye — The McGraw-Hill Pub- 
ishing Company — is none other than 
James H. McGraw. 


| 


The size of this book is 64% x 9%4—| 


It is bound in a beautiful green 
simulated leather with title apd sub 


title printed in gold ink on the front 


cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book 
will make a useful, permanent addi- 


tion to your business and home 
library. 
$] 00 
Der copy 


Advertising Publications, Inc. 
100 E. Ohio St. Chicago 11, Ill. 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago 11, IL 


Gentlemen: 


Please send me... .copies of “Teacher 
of Business”. Enclosed is $ 
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What a market editorial 
screening gives you for 
skates and sleds and build- 
ing blocks, soap for behind 
ears, brushes for grimy 
fingernails, books and radios 
and desks and records and 
everything else that chil- 
dren — and their parents 
— in higher-income families 
take for granted. 
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Adclub Offers Ad Course 


The Milwaukee Advertising 
Club in cooperation with the Uni- 
versity of Wisconsin extension. di- 
vision in Milwaukee is conducting 
a 17-session course on “Oppor- 
tunities in Advertising.” The ses- 
sions started Feb. 11 and will be 
held Wednesday evenings through 
June 9 


Joins Byer & Bowman 


Mrs. Sidney Gross, formerly as- 
sistant to the director of the pub- 
lic relations ‘department of Ohio 
State University, has joined the 
public relations department of 
Byer & Bowman Advertising 
Agency, Columbus, O., as an ac- 
count executive. ' 


To Peterson & Kempner 
Peterson Steels, Inc., has placed 


Kempner, New York. Business 
papers will be used. 


"NEVER UNDERESTIMATE'—Ethel Holm, art director of J. Walter Thompson 
ae : Co., explains some fine points on layout and color at a meeting of the Associa- 
its advertising with Peterson &| tion of Advertising Men at the New York Adclub. Her talk covered "Techniques 
and Standards in Visualization.” 


Fisher Prepared 
Foods to Get Big 
Newspaper Push 


SEATTLE—Fisher Flouring Mills 
Company this spring will break 
its most intensive newspaper cam- 
| paign for the Fisher line of pre- 
| pared foods. 

Over 200 dailies and weeklies 
in the mountain states and the 
Pacific Northwest will carry copy 
ranging from 100 to 1,000 lines. 
Advertisements also are scheduled 
to run concurrently in four west- 
ern consumer magazines and 44 
trade publications. 

Copy will push a single slogan 
for each product. For Fisher’s 
Biskit Mix, the line reads: ‘Ten 
mixes in one—you know it’s best.” 
And for Fisher cake flour the 
motto is: “Every cake a party 
cake.” 


consumer advertising of Creole;exterior building panels. 


A aie In addition, a special 10-station 


on Names Marketers, Inc. 
S< Marketers, Los Angeles, 


has been named to handle the 


Crafts of Encino, Cal., manufac- campaign in regional and national r . we . 
turer and distributor of Louisiana| home service magazines will be Set up for Fisher’s Biskit Mix, be- 
style metal garden furniture and /| launched soon. 


Easter radio promotion has been 


itween Feb. 25-March 25. In re- 
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ou’vVE probably observed that a lot of 
magazines are sold to you on the basis 
of service features. 


Doubtless you’ve also noticed that when 
they're sold to the public — it’s the latest 
spellbinder or romance or exposé that gets 


the big play. 


Now, we have nothing against romantic 
tales. ‘They make a wonderful way to fill 
an idle hour or two. 


But right from our first issue we proved an 
important point: the pleasant people we 
wrote for took to 100% service, cover to 
cover, like ducks to water. The very same 
thing that advertisers want can and does 
sell our kind of magazine! 


That leaves us with a very simple path. 


e keep both feet 


in the same track 


We sell readers and advertisers exactly the 
same thing — 100% service. 


It works with the public — to the tune of 
attracting over 3,000,000 families every 
month. kt works for advertisers. For the 
last two years running they've given BU&G 
the biggest percentage increase in linage of 
any major magazine. 


The value to advertisers lies in the fact that 
100% service articles screen from the general 
run of population only the families whose 
big interest is better living in a better home 
—over 3,000,000 of them who have the 


money to enjoy a kind of living way above 


If you are interested in this huge market, 
screened for interest and income, hear the 
whole story from the BI&G representative 
the next time he calls. 
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turn for a boxtop, the customer 
will get the Easter family set of 
six breakfast placecards—and a 
new recipe developed by Fisher 
for using the Biskit Mix in mak- 
ing hot cross buns. 

Copy pushing Fisher’s all-wheat 
breakfast cereal, Zoom, uses a 
musical score in newspaper ad- 
vertising. The score provides the 
tune for copy done in jingles. 

Pacific National Advertising 
Agency, Seattle, directs the ac- 
count. 


Two Name L. A. Agency 
William Cady Company, Glen- 
dale, Cal., has named Davis-Har- 
rison-Simmonds, Los Angeles, to 
handle its advertising.; A cam- 
paign will be launched for Pressa- 
drop, a new leakproof and rust- 
proof perfume dispenser, using 
national spot radio, national 
magazines, direct mail and trade 
publications. The agency has also 
been named to direct the advertis- 
ing of Plastic Moulded Products 
Company, Los Angeles, using trade 
publications and direct mail. 


Joins Bigelow-Liptak 

Art Brooks, formerly an account 
executive of Advisors, Inc., and 
copywriter of Detrex Corporation, 
Detroit, has been appointed ad- 
vertising and sales promotion 
manager of Bigelow-Liptak Cor- 
poration, Detroit, maker of indus- 
trial furnace enclosures. 


SUPERIOR 
ILLUSTRATION BOARD 


America’s finest illustration 
board — 100% rag content face 
per — double thick board. 
2"x30" $ 9Osht. $10.00 dz. 
30”x40" 1.65sht. 17.50 dz. 
(Minimum mail order 1 

doz. sheets ) . 
Available in two surfaces 
a Hot Pressed Surface (H.P.) 
Hard smooth surface for pen and ink. Will take 
finest cross hatched lines without pick-up. 


Cold Pressed Surface (C.P.) 


s Has sufficient texture to take wash and water- 


color, but is not too rough for pen and ink. 


MARSH BRISTOL BOARD 
> Has unique in-between surface 
oa that is neither kid nor smooth, 
t but is just right for pen and ink 
and particularly lettering. 
Size: .22” x 30” 3 ply only 


av 
] 
per sheet $ .40 
e She dozen 4.00 


pkg. of 50 15.00 
(Minimum mail order 1 doz. 


e sheets). 


EMPIRE BRISTOL BOARD 
A fine bristol with High rag con- 
tent. In both the standard kid 

ke and smooth finishes. 

per per 100 
’ Size: 23" x 29" sheet sheets 
No. 24A—I ply $.12 $10.00 
No. 248-2 ply 24 20.00 
No. 24C-—3 ply 36 30.00 


IMPERIAL VISUAL PADS 
White, strong, transparent— 
the perfect pad for roughs, visu- 
als and comprehensives. 
85 sheets to the pad 

No. each dozen 
68A—14"x17" $1.00 $10.00 
68B—19"x24" 2.00 20.00 


E-Z FRISKET 
An adhesive coated frisket paper 
prepared for immediate use. Just 
yon strip off protective backing sheet. 
ra No mess . . . no rubber cement 

wn ... MO waiting 
Desk Roll: 24°x Syds. $ 3.00 
i Jumbo Roll: 24x20 yds. 10.00 


PRESTO-TYPE 

To "Set" your own type head- 
ings. Each transparent plastic 
sheet has several complete alpha- 
bets in black and white. Place 
self-adhering letters directly on 
artwork for perfect reproduction 
copy for offset, multilith and 
letterpress 

Only 75c per sheet 

Send for complete chart of types 
available 


ARTBROWN PRODUCTS ARE AVAILABLE 


AT YOUR LOCAL DEALER, “an 
OR ORDER CIE. gana “1 
—_ 


one mples °° 4 
Send me 8° tion Boore | 
| Superior HHiustratio® E-2 Frisket cher 


> marsh Bristol oT presto-TYP® 


Araur Brown « sro, inc. 


67 West 44th St., New York 18,N.Y. | 
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WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this ine: ve 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
yeloping sales prospects on certain © 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


GENERAL 


BUSINESS FARM 
PAPERS * PAPERS 
314 So. Federal St. 


MAGAZINES 
Chicago 4 


Names McCallum; 
Gets 2 New Accounts 


Jeanne Stafford McCallum, for- 
merly with Tobe, fashion consult- 
|ant, New York, and Modern Age 
| Advertising, has joined Woodard 
|& Fris, Albany. 
| »The agency has been named to 
| direct the advertising of Mayfair, 
|Inc., Albany, retail furniture and 
interior decorating, and Anti-Cor- 
|rosive Metal Products Company, 
|;marine division, Albany, stainless 
| steel fittings. 


| 


‘Names Rodgers & Brown 
| Tip Top Food _ Corporation, 
| Mount Vernon, N. Y., has named 
| Rodgers & Brown, New York, to 
handle advertising for its True 
Fruit gelatin line. 


Advertising Age, February 23, 1948 


ime 


It won’t be long before the De) advertising manager of Fuel Oil & | 
Soto division of Chrysler Cor-|Oil Heat, believes that the sea-| 
poration, Detroit, will be added to|sonal trends which marked the) 
the growing list of automobile|burner business in prewar days 
television sponsors. The company | again are operative. In prewar | 
is reportedly planning a show | days, average installations ranged 
through its agency, Batten, Bar-|from 6%-17% in the May-No- | 
ton, Durstine & Osborn, New York. | vember section of the year, dipped | 

* 29 to 3.6% in February. Preliminary 

One of the developments of the| returns for January, 1948, based 
recent heating and ventilating ex-|on 24 cities showing heating per- 
position in New York was the sur- | mits, indicate that 66% of the oil 


prising ‘sale of oil burners, con-| burners installed in January, 1947, 
\sidering the dire predictions of | were installed in the same month 
government officials, and the fact | this year. 

that newspaper headlines in New . 
| York continued to feature a dras- | Home television for the masses 


a of 


* —sauhf TOP STATION © 
“BOTH in Vancouver 


Ue ET and « MEW MESTMINSTER 


tic fuel oil shortage. Although 
burner orders were not as high as 
in previous postwar years, manu- 
facturers feel that replacement 
parts business will more than take 
up the slack. 


One observer, A.’ G. Winkler, | 
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TIMES PICAYUNE DAILY 
162,824* 


STATES DAILY 
88,688 


SUNDAY 
267,356* 


* ABC PUBLISHERS 
STATEMENT, 6 MONTHS 
ENDING SEPT. 30, 1947. 


THE 
NEW 


Member A. N. A. Network 


EARN 
GREATER 
PROFITS 

IN THE 
SOUTH’S 
GREATEST 
MARKET 


* 


A well-placed shot with the right follow-through scores in 
advertising as well as basketball. 


ee 


The play starts with the dominant morning Times-Picayune 
that’s a proved buying guide in 162,824 homes. . . scores 
a winning tally with the productive evening States that 
delivers your message to 88,688 (largely unduplicated) 
readers. 


The winning combination of these two proved performers 
will earn greater profits for you in the South’s greatest 
market. 


TIMES-PICAYUNE 
ORLEANS STATES 


Representatives: Jann & Kelley, Inc. 


may be just around the corner. 
Several companies, including | 
Philco, Hallicrafters and Moto- 
rola, are introducing sets to sell | 
for less than $200, and a new out-_ 
‘fit in New York, now seeking 
financing, plans to present a $50 
receiver. 


wt 


Executives of the Pennsylvania 
Railroad and its advertising 


‘agency, Al Paul Lefton Company, | 


j}have been holding some earnest 
conversations on how the Long 
|Island Railroad, PRR subsidiary, 
can meet, in advertising, the re- 
cent widely - publicized charges 
that the LIRR is “the worst rail- 
road in the world.” 

Never too chipper anyway, the 
Long Island was paralyzed by the 
|26-inch snowfall which hit that 
area on Dec. 26, and didn’t seem 
|'to recover rapidly 
|succession of snows 


| lowed. 


which fol- 


Procter & Gamble’s Chipso, 
which was discontinued during the 
war, is making its re-appearance 
in scattered markets across Ohio. 
Production on the soap is still 
very small, but local newspaper 
campaigns and tie-in merchandis- 
ing drives are set to re-introduce 
the product market by market as 
production rises, through Benton 
& Bowles. 

* 

| Walter Winchell’s recent impli- 
cation that outdoor advertising 
|was going to pot isn’t precisely 
| accurate, say Officials of Outdoor 
Advertising Incorporated. Spe- 
| cifically, Winchell mentioned can- 
cellations by Texaco, Conoco and 
Fisk tire. 


Texaco’ thus far has cancelled | 


for one month only, the OAI peo- 
ple say. Fisk is a division of U. S. 
Rubber, which is taking over 
Fisk’s space. The OAI people in 
New York “haven’t heard” about 
Conoco. 

Some oil refiners are reducing 
advertising because they can’t 
meet demand, but in the outdoor 
medium, it is said, other adver- 
tisers are replacing them. 

OAI’s bookings for 1948 still are 
| larger than 1947 billings. 


Adds Lee Robinson 


Lee Robinson, formerly sales 
manager of Radio &. Television 
Retailing, has joined the executive 
staff of the Edward H. Davis busi- 
ness papers, New York, compris- 
ing Radio & Television Weekly, 
United States Tobacco Journal 
and Confectionery - Ice 
World. 


Names Seelig Agency 

Schneider’s Credit Jewelers & 
Opticians, St. Louis jewelery chain, 
has named Seelig & Co., St. Louis, 
to handle its advertising. Radio, 
car cards and newspapers will be 
used. 


Heffernan Promoted 

James K. Heffernan has been 
appointed a_ vice-president and 
secretary of Milne & Co., Seattle 


agency. The Milne agency has | 
changed its name to Milne-Hef- 
fernan, Inc. Robert Gentry has 


been named copy director. 


through the) 


Cream'| 


Papa May Not 
Like Mysteries, 
but Kids Listen 


New York—The majority 
of parents — 94.4% — don’t 
mind if junior and daughter 
tune in radio’s crime broad- 
casts. 

At least this was the opin- 
ion of 300 New ‘York boys 
and girls covered in a study 
conducted by the Metro- 
politan Youth Survey Com- 
pany for General Foods’ 
“House of Mystery” (MBS). 

But the remaining 5.6% 
who reported parental ob- 
jection to their listening to 
airwave dramas said they 
listened anyway. (Age 
group for the survey was 
10 to 18.) 

Some 88.5% stated they 
dial mystery programs; 
56.8% said they manage to 
hear at least every other 
broadcast of their favorite 
| shows. 

Extreme honesty note: In 
the list of favorite programs, 
General Foods’ “House of 
Mystery” rated 12th. : 


Sweetheart Soap 
Ad Best-Read 
in ARF Study 


New York — A 1,488-line intro- 
_ductory offer advertisement for 
| Sweetheart toilet soap in the Nov. 
20 issue of the Birmingham News 
|ranked as the best-read national 
|ad with both men and women in 
\the Advertising Research Founda- 
'tion’s continuing study of news- 
| paper reading. 

The ad, offering three cakes of 
soap, stopped 18% of the men and 
25% of the women. The women’s 
|score gave the ad a two-way tie 
|for eighth place in the Toilet 
|Requisite classification for all 

| studies to date. Copy was placed 
|; by the Manhattan Soap Compan); 
| through Duane Jones Company. 

| Second-best with women at 17% 
| was the 800-line ad for Duff’s Hot 
| Roll Mix. 


R. R. Ferry Joins 
La Roche & Ellis 


| Robert R. Ferry, formerly a 
| principal in Ridgway, Ferry & Yo- 
|cum, has disposed of his interest 
and joined La Roche & Ellis, New 
York, as an executive. Mr. Ferry 
| was with OWI during the war, and 
previously was an account execu- 
| tive with Geyer, Cornell & Newel! 
and Young & Rubicam. 


. 


Beckon 


FINE OFFSET PRINTING 
The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 
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ANNOUNCEMENT — Dorsa 


Dresses, 
Inc., St. Louis, announced its summer 
collection to junior dress buyers through- 
out the U. S. with a mailing of this 
miniature bouquet. The enclosed invita- 


includes dates and 
Robert Lurie, Inc., 
the agency. 


tion 


shows. St. Louis, is 


Wisconsin Dailies 


Study Shows High 


Ad Readership 


RacInE, Wis.— Readership of 
advertising on small town dailies 
is higher than in larger cities, ac- 
cording to results in a readership 
study taken for the Wisconsin 
Hometown Daily Newspapers. 


The study of three newspapers— | 


Marinette Eagle-Star, Racine Jour- 
nal-Times and Wausau Record- 
Herald—was directed in February 


and April last year by Charles L. | 
assistant dean and director | 


Allen, 


of research, Medill School of 


Journalism, Northwestern Univer- | 
More than 1,000 half-hour | 


sity. 


personal interviews were * con-. 
ducted. 
The report indicates that the | 


average cost per reader was less 
than a tenth of a cent for local | 
Wisconsin advertisers using ads 
of five to 10 column inches. 


Gives Cost Per Reader 


Of national ads in the papers, | 
best-read was a 1,000-line Ameri- | 
can Family flakes color ad, seen | 


by 42% 
women. 


line ad by Station WMAM, Mari- 


of men and 67% of 


nette, on the Abbott and Costello | 


show, which pulled 40% 


and 62% of women readers. 


The report declares that the | 


median cost per .reader for na- | 
tional ads ranged from 0.11 cents 
to 0.41 cents depending o on the) 
size of the ad. Similar 
ures are given for ads in different | 
product groups. 


Thirty-three pages of the 100-)| 
page report are devoted to ex-| 


plaining the results of the study, 
and the other 67 to reproduction 


of the ads with their readership. | 
Copies may be obtained from the | 


Wisconsin Hometown Dailies, 212 
Fourth St., Racine. 


New Population Forecast 


Published by Census 


The Census Bureau has an- 
nounced the completion of a 150- 
page publication forecasting U. S. 
population levels until the year 
2000. 

A revision of a document pub- 
lished in 1945, and taking account 
of new birth rates, it shows totals 
by age groups for five-year peri- 
ods. Copies will be sold for 45 

‘nts by the Superintendent of 
Documents, Washington 25, after 

larch 15. 


White Promotes Tierney 
William B. Tierney, manager of 
‘1e Wilkes Barre, Pa., branch of 
White Motor Company, has been 
imed assistant sales manager of 
‘ne wholesale division, with head- 
larters at the home office in 
‘leveland. 


To Chambers & Wiswell 


The Massachusetts Fisheries As- 


Close behind was a 50-) 


of men) 


cost fig- | 


| Appoints Hinkle 


| Darrell G. Hinkle, formerly with 
the Security Mutual Life Insur- 
| ance Company, Lincoln, Neb., has 
| been appointed manager of the 
|advertising and publicity depart- 
ment of the Guarantee Mutual 
| Life Company of Omaha. 


Appoints Cosford V.P. 


Canadian Car & Foundry Com- 
|pany, Montreal, has 
|E. J. Cosford vice-president 
pesmi of sales. 


appointed | 
in| 


Appoints Rowland 


J. G. Rowland, formerly assist- 
ant advertising manager of the 
Dominion Rubber Company, Mon- 
treal, has been appointed an ac- 
count executive of Stewart-Lo- 
vick & MacPherson, Toronto. 


Pacific Hooperatings 
Show Jack Benny First 


The Pacific Program Hooperat- 
ings for February show Jack 
Benny in first place among the 


43 


first 15 evening programs, with| report and up 0.4 from a year ago. 
Bob Hope second and Red Skelton The average daytime rating was 
third. The average evening rat-/3.9, up 0.2 from the last report 
ing was 10.1, up 0.3 from the last) and down 0.3 from a year ago. 


LAURENCE, ING. 


547 SOUTH CLARK staset 


for catty 
photo engravings 


° curcaeo. a . WABASH 62 


location of | 


| 


| 


| 
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@ Old Chief Logan has been living in Chillicothe ever 


| ‘are resulting in finer 


since the 18th Century, and he’s been our trade mark 
since 1920. He’s no youngster, but his progressive ideas 


and finer printing papers for 


Chillicothe Paper Company customers. 


Take the matter of moisture control. 


It was our company which pioneered the idea of 
built-in moisture content in offset paper.. Today Chilli- 
cothe Offset is as fine a foundation for a quality sales 
story as ever teamed up with inks and presses. It invites 
realistic reproduction without exacting a premium in 


printer’s skill. 


ciation has appointed Chambers | 


Wiswell, Boston, to handle its 
ublic relations and promotion. 


hoz 


THE CHILLIC 


CHILLIC 


Wilect an Old Indian with Young Ideas 


Increased production capacity is providing Chilli- 
cothe quality for more users. Keep asking for it. 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 
CHAMOIS TEXT ° CHILLOTINTS 


GREETING CARD PAPETERIES 


—ask us about them 


®) male The be tigptosein” 


THE PAPER CO. 


HE, 


OHIO 
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Teacher leads a 
double life 


Teachers lead two active, influential lives 

. One in the classroom and the other 
in the community. Their opinions and 
preferences are respected by millions of 
adults as well as school age youngsters. 
The 727,000 teachers who subscribe to 
State Teachers Magazines influence think- 


ing ... and buying . . . in communities’ 
everywhere. Get the complete story of 
America’s most influential market. Write 


Georgia C. Rawson, manager. 


42 MAGAZINES 727,000 SUBSCRIBERS 


STATE TEACHERS 


MAGAZINES | 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 


We might as well be frank 
about it. 


—but not if your feet hurt, or 


'your vitality is at a low ebb, or 


you like peace 
and quiet. In 
any of those 
events, you had 
better confine 
your “knowing” 
Mort Clark to 
reading about 
him. 

Mort is a dy- 
namo, almost 
literally giving 
Morton L. Clark off sparks. When 

; he walks “leis- 
‘trely” his gait is the equivalent 
of a fast trot; when he’s in a 
hurry, which is practically all the 
time, he “walks” and you gallop 
to keep up. His day starts at the 
office at 7:30 or maybe 7, and per- 
haps ends at 7 in the evening; you 
‘get the impression that the thing 
he begrudges most is sleep, be- 
cause he can’t be’ doing something 
useful. At that, he probably 
arranges for utilitarian dreams 
which give him new ideas which 


morning. 


Morton L. Clark 


a i i i i i A A A i i i i i i i ee ei ei ee a a a a a ae a a ai ai 
| 


| Mort is technically a sign man, 
but actually he’s interested in a 


least of which include assembly- 
‘line manufacturing 


|/machines, a stable of blooded 
|horses, Wildcat Ranch in western 
| Nebraska, and a couple of grand- 
| children. 

Morton L. Clark was born in 
Omaha 45 years ago, and came by 
the sign business honestly, since 
| both his father and his grand- 
|father were in it. For 14 years he 
| was with Lustrolite in Davenport, 
\Ia., until, toward the end of 1935, 
he resigned to join Artkraft Sign 
Company, Lima, O., as -vice-presi- 
dent, sales manager and a mem- 
ber of the board. In 1941 Mort 
was named president of Artkraft 
and in 1943 became president- 
treasurer and assumed general 
management of the corporation. 
He is also a director of Artkraft’s 
affiliated. plant, Baltimore Por- 
celain Steel Corporation, Balti- 
/more. Last year he became in- 
| terested in Americana Furniture, 
Inc., with plants in North Little 
‘Rock, Ark., and Kernersville, 


treasurer and general manager of 


— 


and his scouts away. 


The point is this 


FRANK TALKS (No.4) WITH PRINTING 
BUYERS...abouf running a printing 
plant in times like these 


by 


You’ll remember, I hope, that in the last message to you, I poured 
praise all over our salesmen telling you how they expedite jobs through 
our plant—how they are the customers’ “‘on-the-premises”’ representa- 


tives. And it’s true—but it isn’t all of the truth. Here’s the rest of it. 


We have set up a system in our production which assigns produc- 
tion supervisors to every order. Each supervisor starts with the original 
job specifications of a group of jobs, and by specifications that includes 
the delivery date. It is his duty to ride the job from department to 
department until wrapped, loaded and delivered. These lads are ex- 
perts in the craft, diplomats from out of this world, and follow-throughers 
of unexcelled zeal. I’ve seen them carry the ball so skillfully and so far 


that we have to post guards around the plant to keep George Halas 


an interested and capable fellow, who is thoroughly familiar with that 


job, following its progress. 


I.S. BERLIN PRINTING & LITHOGRAPHING Co. 
THE MARSHALL-WHITE PRESS 
Telephone Webster 3200 


every job in the plant has a high priority and 


Chicago 7, Ill. 


techniques, | 
;unusual labor relations, vending | 
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: , this company. 


You Ought fo Kuow . +e 


Artkraft is one of the Trubey 
‘enterprises, organized by R. R. 
Trubey, who is now chairman of 
the Artkraft board as well as 
\president of Baltimore Porcelain, 
vice-president of Porcelain Steel 
Corporation of Connersville, Ind., 
| and president of Americana Furni- 
ture. Mr. Trubey, 52-year-old 
| Fremont, O., son of a _ tinshop 
worker and lawyer, is an engag- 


| 
} 


You ought to know Mort Clark | wide variety of things, not the|ing character in his own right. 


Sold on employe profit-sharing 
plans, he has installed them in all 
his enterprises, and is probably 
the only employer of labor who 
ever had a strike called on his be- 
half. When he sold out his in- 
terests in Clyde Porcelain Steel 
Company, Clyde, O., and retired 
from the presidency, workers in 
that plant struck until Trubey 
personally assured them that the 
| profit-sharing plan he had insti- 
tuted would be continued by the 
| new management. Last fall Look 
devoted a page to Trubey’s profit- 
sharing ideas and his assertion: 
“The best way to convert a Com- 
munist is to make him a capital- 
| ist.” 

It is no wonder, then, that one 
of Mort Clark’s abiding enthusi- 
asms deals with employe profit- 
sharing and good employe rela- 
‘tions. He and all the other Art- 
|kraft executives are on a first- 
name, no-formalities basis with 
all of the company’s 450 workers, 
'as was amply demonstrated when 
|Lee Hempker, union shop steward, 


he can put into effect the next|N. C., and is also vice-president,|was invited into the president’s 


‘office to tell your reporter what 
he thought of the company’s labor 
policies and particularly its profit- 
sharing plan. Lee and Mort in- 
dulged in completely unself-con- 
scious wise-cracks at each other 
for awhile, and then Lee, a gaunt, 
‘elderly man, got a kind of evan- 
'gelical look on _ his 
| launched into a eulogy of Artkraft 


‘labor policies and of the profit-| 


‘sharing plan which could never 


have been duplicated by any man- | 


agement representative. 

In the sign business itself, Mort 
Clark has two ideas he’s willing 
to discuss at any length. One is 
that signs are not physical things, 
but an advertising medium of 
demonstrated, potent force. The 
other is that signs, like anything 


‘else, can be made successfully on | 


an assembly-line basis. 

Credit for proving both of these 
points, he thinks, belongs largely 
to Artkraft. At the drop of a hat, 
‘Mort will take you out jnto the 


shop, to watch the stages of mass- | 


‘assembly of signs which he says 
revolutionized the industry, 
enabled Artkraft to sell its prod- 
ucts at only 15% above prewar 


prices until November of last year, | 


|'when rising costs made it neces- 
‘sary to add on another 10%. 
“We do it backwards,” Mort ex- 
plains. “We start with the ship- 
_ping crate and the chassis. Then 
‘as the unit moves down the pro- 
‘duction line, we add the trans- 
formers, put on one face and then 
the other, and finally conclude by 
putting on the outside tubing, 
which we attach automatically, 
‘without having to get inside the 
‘sign, through the use of an ingeni- 
ous bus-bar and automatic clamp 
arrangement. When the sign is 
finished, the crate is completed 
and the whole thing is pushed out 
the door and into truck or rail- 
road car.” 

Turning signs into a recognized 
advertising medium, he says, was 
done quite simply. Six or seven 
years ago Artkraft sent research- 
ers into a number of cities to ask 
a simple question. They 
proached people on the streets in 
downtown areas, and said: “Par- 
don me, can you tell me where 


the Frigidaire dealer is located?” | 


Then, an equal number of times, 
they asked for a competitive deal- 
er who didn’t use store identifica- 
tion signs. They found that five 
times as many people knew where 


face and)! 


and | 


ap- 


the Frigidaire dealer was, thus 
providing the basis for Mort 
Clark’s conviction that “signs 
make other advertising five times 
as important.” 

There has been a terrific up- 
surge in sign use’ since the war, 
he says, with the business now 
running about three times what it 
was prewar. Artkraft claims to 
be the largest maker of outdoor 
signs, currently running about $3 - 
000,000 a year in this department. 
The company doesn’t make indoor 
signs at all, and rarely does indi- 
vidual signs, concentrating on 
standardized identification ma- 
terial. But the factory also turns 
out freezer, washer and other 
enamel castings for other manu- 
facturers, and has a development 
program of its own in full force, 
including likely invasion of the 
coin-operated machine field. 

Among long-time customers of 
Artkraft are Frigidaire, which is 
currently spending about 10 times 
as much for signs as before the 
war; Westinghouse, which has 
purchased well over a million dol- 
lars in signs during the past two 
years, and Shell Oil, for whom 
Artkraft has been producing 4,000 
to 5,000 signs a year for several 
years. 

Paul Endress, assistant adver- 
tising manager at Westinghouse, 
happened to call while your re- 
porter was in the Artkraft office, 
to increase a previous order. En- 
dress credited Artkraft with the 
responsibility for developing the 
Westinghouse appliance sign pro- 
gram, and said that his company 
now is engaged in a long-range 
|project in which it hopes to place 
|signs on the stores of all its full- 
line dealers. There are about 10,- 
000 such dealers, excluding utili- 
ties, department stores, furniture 
|stores, and others where the sign 
would be out of place, he said, 
and about half of them are 
equipped with signs now, as com- 
|/pared with about 400 before the 
war. 

Dealer identification signs of 
‘the standard, double-face, neon 
variety run from less than $100 to 
about $450 each, with a good av- 
erage for the field about $150. The 
one-sided 20-foot Laundromat 
sign which Westinghouse has sup- 
plied for store fronts has been 
costing about $250. 

Normally, dealers pay only a 
fraction—about 10%—of the ¢ost 
of a sign, but of course are re- 
quired to pay maintenance and 
operation costs. For example, 
Westinghouse charges its dealers 
$20 for a double hang-out sign, 
and is selling them steadily, at a 
\current rate of about one a day, 
‘even after a year in which special 
effort resulted in the placing of 
more than 4,000 signs. 

Westinghouse, like most na- 
| tional advertisers, is now concen- 
|trating on a single design made in 
‘volume, instead of offering a 
|choice of signs, as it previous] 
did. 


Gets WOKO Account: 
Appoints Schnaudt 


Nolan & Twichell Advertisin: 
Agency, Albany, N. Y., has bee 
named to direct the advertising 0’ 
Station WOKO, Albany. Trad: 
publications, car cards, outdoo 
and newspapers will be used. 

William F. Schnaudt, former): 
an account executive of Frederic! 
W. Ziv Company, Cincinndti, ha 
been appointed radio director © 
| the agency, succeeding Robert W 
| Snyder. 


‘Doughten Seed to Lewin 


Doughten Seed Company, Jer- 
|sey City, has named A. W. Lewi! 
| Company, New York, to handle th: 
|newspaper and radio advertisin: 
| of Faith lawn grass seed. 


‘Argosy’ Names Miller 

John Miller, formerly advertis 
jing manager of Coronet, has bee! 
|appointed advertising manager ©: 
| Argosy, New York. 
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French Say Comic 
Strips Are Crime 
Against Children 


Paris—American comic strips 
“may appeal to American chil- 
dren, but they represent a crime 
against French childhood.” 

So says the august French De- 
partment of Popular Culture and 
Youth Movements after spending 
several months studying 40 peri- 
odicals with a readership of about 
2,000,000. 

The teachers and elementary 
school inspectors raised their col- 
lective hands and voices in horror | 
at the wide distribution that | 
American-type comics have at- 


|tained. They declared that chil- 
dren should be “protected against 
newspapers using American comic 
strips or an imitation of their 
style.” 

And then they admitted that 
some American comics are “excel- 
lent,” but the “horror strips” do 
not fall into this select class. 


Kameny Adds Three 

Argo Films, Fountain Food 
Shops Association and Hosiery of 
the Month have appointed Sey- 
mour Kameny Associates, New 
York, to handle their advertising. 


Fisher to Seidenbaum 


| Fisher Silversmiths, Jersey City, 
| has appointed William G. Seiden- 
/ baum & Co., New York, to handle 
its advertising. 


Over 37,000 circulation, including 25,000 league and oe 
100%, 


city association officials. The only magazine with 
coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $291 ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


THE BOWLER’S Lf 


Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


FREEDOM—Whenever the Freedom 
Train stops in Atchison, Topeka & Santa 
Fe on-line cities, the railroad runs this 
eyecatching “scoreboard” ad. Leo Bur- 
nett Co., Chicago, prepared the copy. 


N. Y. Publishers 
Plan Sponsoring 
‘Freedom Train’ 


ALBANY — A move to launch a 
New York state “freedom train” 
this fall got under way last week | 
when a committee of newspaper | 
editors, publishers and state of- | 
ficials, headed by Gerald H. Salis-_ 
bury, managing editor of the. 
Knickerbocker News, Albany, laid 
tentative plans for the train. 

Governor Thomas E. Dewey has 
said he would recommend an al- 
location of $50,000 from state 
funds for the train—which will 
probably cost at least twice that | 
amount. 

Clarence L. LaFond, division | 
passenger agent of the New York | 
Central Railroad, met with the 
group and agreed to ascertain 
estimated cost of railroad equip- 
ment and operating expenses for | 
a three-exhibition-car train, plus | 
a combination car providing head- | 
quarters space and living quarters | 
for guards and train crew. 


Names General Committee 


Mr. LaFond will report to the} 
general committee, members of | 
which, besides Mr. Salisbury, are | 
James H. Righter, Buffalo Evening | 
News; Fred I. Archibald, Albany | 
Times-Union; A. J. McDonald, | 
general manager, Knickerbocker | 
News; E. M. Waterbury, Oswego | 
Palladium-Times; William O. Dap- | 
ping, Auburn Citizen-Advertiser; | 
J. David Hogue, Utica Observer- | 
Dispatch, and Ernest L. Owen, 
Syracuse Post-Standard. 

The permanent committee for 
the freedom train also has Mr. 
Salisbury as chairman, and in- 
cludes William L. Fanning, presi- 
dent, New York State Publishers 


Association; Wallace A. Brennan, 
president, New York Society of 
Newspaper Editors; James R. 
Doran, State Associated Press As- 
sociation; Mr. McDonald, Mr. 
Archibald, and state officials. 

Mooney Joins WPEN 


T. Harrison Mooney, formerly 
with Dun & Bradstreet, has joined 
the sales promotion staff of Sta-| 


ton WPEN, Philadelphia. | 


Appoints Charles Gray 


Charles M. Gray has been ap-| 
pointed assistant business man- 
ser of the Southern Automotive 
Journal, Atlanta. 


Le Roi Names Heuser 


John E. Heuser has.been ap- 
| ointed assistant sales manager of 
Le Roi Company, Milwaukee, suc- 
ceeding C. W. Brown. 


WNLC Promotes Morson 


Leslie Morson, program direc- 
‘or of Station WNLC, New Lon- 
on, Conn., has been elected man- 
ger and a director of the station. 


bu Suey... PAY! 


You don’t have to take our word that The Oil and Gas Journal is first choice 


of oil men. 


PROVE IT — at our expense! We have a standing offer to any 


manufacturer to pay the costs of a readership preference survey. If you 


want to know which oil trade publication your customers or prospects like 
best, or the order of their preference, ask them! Choose any division of 
the oil industry, any occupational group, any geographical area. Make your 
list, up to 500, follow the procedure outlined below, and bill The Oil and Gas 
Journal for the cost, up to 10 cents for each letter sent out. We pay, win 


or lose! 


pees. 


PUBLICATION OFFICE; 


TULSA 1, OKLAHOMA . 


LOS ANCELES, HOUSTON, 


OU SELECT YOUR OWN LIST 
OF CUSTOMERS AND PROSPECTS 


Ott ENCLOSE STAMPED 


ENVELOPE OR CARD FOR REPLY 


and L/0tL COUNT YOUR OWN 
RETURNS ‘AS THEY COME TO YOU! 


“FOLLOW THE JOURNAL... AND 
YOU FOLLOW THE OIL INDUSTRY” 


OFFICES: NEW YORK, PITTSBURCH, CHICACO, 
ENCLAND, CANADA 
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The record on month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


_ Also publishers of DRUG AND COSMETIC INDUSTRY ” 


Calvert ‘Switch’ 
Ads Increased 
to 275 Dailies 


New York — Calvert Distillers 
Corporation, convinced that its 
“switch” ads are a strong factor 
in the increased consumer de- 
mand for Calvert, is increasing 
its ad schedule to 275 newspapers, 
using a total of more than 6,500 
insertions monthly. 

The company reports that sev- 
eral thousand letters from ad read- 
ers have been received stating 
that the ads have influenced them 
to switch to Calvert and offering 
the company the use of their en- 
dorsement. Two ads are now be- 
ing run in the same issue three 


times weekly. Originally names 
only were used, but when ads with 
photos proved to be more effec- 
tive, the size of the ads was in- 
creased. 

Lennen & Mitchell is the agency. 


To Gray & Rogers 


The American Chemical Paint 
Company, Ambler, Pa., manufac- 
turer of plant hormones and weed 
killers, has appointed Gray & Rog- 


ers, Philadelphia, as its publicity 


representative. 


Transfers Hartshorne 


Whitney Hartshorne, traffic 
manager and assistant account ex- 
ecutive in the New York office of 
Erwin, Wasey & Co., has been 
transferred to the Los Angeles of- 
fice as traffic manager. 


PITTSBURGH 
conducted by the 
University of Pittsburgh 


400 families report their buying activities weekly 
... never before has so accurate a picture 


of the Pittsburgh market been available 


WHAT IS THE PITTSBURGH CONSUMER PANEL? It’s 
a continuous study of purchases of over 400 
Allegheny County families. The famous Re- 
search Bureau for Retail Training of the 
University of Pittsburgh conducts it in coop- 
eration with The Pittsburgh Press. 


WHAT DOES IT COVER? \t present, only grocery 
and department store type merchandise. But 
the Pittsburgh Consumer Panel can get the 
right answer to almost any question .. . fast! 


DOES IT WORK? Yes. Better, we think, than 
any survey ever before made of the Pittsburgh 
Market. As a check, we pulled together a 
preliminary special report on bread distribu- 
tion. Bakers said it was right on the nose. 
We did it again with milk; dairymen said the 
facts couldn't be more accurate. 


WHAT MAKES IT WORK? 1. COOPERATION— the 
combined efforts of a progressive newspaper 


CONSUM 


Represented by the National Advertising 
Department, Scripps-Howard News- 


papers, 230 Park Avenue, New York City. 


Offices in Chicago, Cincinnati, Detroit, 


Fort Worth, Philadelphia, San Francisco. 


1] 
Ul 


WALI) 


N SN. Reis 
gow 2 As Ne 
RIPPS — MOWARD 


The Pittsburgh Press 


of the 


WA 
ion 


brings you important findings 


PANEL 


and a large university make possible thorough 
study and analysis of buying habits. 2. WEEKLY 


REPORTING 


adds speed, flexibility, accuracy. 


3. EXCELLENT STRATIFICATION—by economic 


groups, type of dwelling, rent, 
race, education, occupation, ete. 


family size, 


YOUR PRESS REPRESENTATIVE* WILL SHOW YOU 
FACTS BROUGHT TO LIGHT DURING THE FIRST SIX 
MONTHS OF THE PITTSBURGH CONSUMER PANEL. 


Many findings of the first six months of actual 


operation of the Pittsburgh Consumer Panel 


have been compiled in two fact books. One 
covers grocery items; the other department 
store items. Ask your Press representative to 


show you the facts . 


. and explain how the 


Pittsburgh Consumer Panel can answer your 


specific questions. 


*Every Scripps-Howard Representative is 


a Press Re presentat ive. 


The Pittsburgh Press 


No. l for MARKET FACTS, too 


| 
| 
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OPINIONS WANTED—Wisconsin Elec- 
tric Power Co., Milwaukee, used this 
large-space ad in the Milwaukee Jour- 
nal to back up a customer opinion ques- 
tionnaire mailed to the utility's custom- 
ers. Two of the questions relate to 
company advertising. 


Wilson’‘s Ideal 
Dog Food to Get 
Stepped-Up Push 


Cuicaco — Wilson & Co.’s Ideal 
dog food in 1948 will get about 
double the ad insertion frequency 
of 1947, in its new advertising 
campaign featuring the _ slogan: 
|“Ideal feeds your dog in seven 
| ways.” 

Eight national magazines, in- 
cluding Good Housekeeping, 
Ladies’ Home Journal, McCall’s 
and The Saturday Evening Post, 
will carry two-thirds page and 
half-page black-and-white copy 
on a schedule more than double 
that of °47. 

In addition, one hundred news- 
papers in major markets will 
carry Ideal copy on a weekly 
average throughout the year. The 
newspaper drive will use over 
three times the number of inser- 
tions used in 1947. 

The Abbott & Costello kid show, 
Bride & Groom (ABC), and Keep 
Up With the Kids (Mutual) also 
are set to carry a plug a week for 
the dog food. , 

Ewell & Thurber Associates, 
Chicago, is the agency directing 
the account. 


DuFine, Kaufman 
Form New Agency 


New York — The I. H. DuFine 
Company, advertising agency, and 
the advertising and public rela- 
tions counseling organization of 
Herbert Kaufman, have merged to 
| form DuFine-Kaufman, Inc., ad- 
| vertising and public relations. 
Offices are located at 103 Park 
Ave. 

Irving H. DuFine, who has been 
in the advertising field for 17 
years, has been head of his own 
agency since July, 1940. For 10 
years previously, he was associ- 
ated with the Globe Mail Service 


_|of New York as account executive, 


leaving there as sales manager 
and treasurer. 

Mr. Kaufman, who started his 
own counseling service in October, 
1946, spent 13 years with the Ge! 
eral Printing Ink Corporation, 
now Sun Chemical Corporation. 


Names Robertson V.P. 


A. M. Robertson has_ been 
named vice-president of the Bri'- 
ish Columbia Sugar Refining Com- 
pany, Vancouver, B. C. He joined 
the company as sales manager i" 
1944 


Gets Beer Account 


Gordon Best Company, Chicag 
has been appointed by G. Heil 
man Brewing Company, L@ 
Crosse, Wis., to handle the adver- 


| tising of Old Style Lager beer. 
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March 7-9. New England News- 
paper Advertising Executives As- 
sociation and Advertising Man- 
agers Bureau, New York State 
Dailies, joint meeting, Hotel Kim- 
ball, Springfield, Mass. 

March 8-11. Canadian Associa- 
tion of Broadcasters, annual meet- 
ing, Chateau Frontenac, Toronto. 

April 5-7. National Newspaper 
Promotion Association, annual 
convention, Hotel Carter, Cleve- 
land. 

April .7-9. American Associa- 
tion of Advertising Agencies, .an- 
nual meeting, Cavalier Hotel, Vir- 
ginia Beach, Va. 

April 20-22. Americah News- 
paper Publishers Association, an- 
nual convention, New York. 

April 27-28. National Associa- 
tion of Magazine Publishers, 
magazine forum, Waldorf-Astoria 
Hotel, New York. 

May 17-21. National Association 
of Broadcasters, annual conven- 
tion, Biltmore Hotel, Los Angeles. 

May 21-22. International Affil- 
iation of Sales and Advertising 
Clubs, annual convention, Cleve- 
land. 

May 26-29. Associated Busi- 
ness Papers, annual convention, 
The Homestead, Hot Springs, Va. 

June 13-16. National Federa- 
tion of Sales Executives, annual 
convention, Waldorf-Astoria Ho- 
tel, New York. 

June 13-16. Advertising Asso- | 
ciation of the West, annual con- 
vention, Sacramento, Cal. 

June 13-16. Advertising Fed- 
eration of America, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 13-16. National Industrial 
Advertisers Association, annual 
convention, Lord Baltimore Hotel, 
Baltimore. 

June 19-25. WNational Associa- 
tion of Display Industries, na- 
tional convention and display 
show, Hotel New Yorker, New 
York. 

June 23-26. Newspaper Adver- 
tising Executives Association, sum- 
mer conference, Chateau Fron- 
tenac, Quebec, Canada. 

Sept. 26-29. Mail Advertising 
Service Association, annual meet- 
ing, Bellevue - Stratford Hotel, 
Philadelphia. 

Sept. 29-Oct. 1. Direct Mail 
Advertising Association, annual 
convention, Benjamin Franklin 


Buys National Pairpont 
The Atlantic .Carton Company, 
Norwich, Conn., has acquired the 
National Pairpont Company, New 
Bedford, Mass., which has been 
making the paper used by the for- 


Orr Gets Mohawk Brush 


Mohawk Brush Company, AI- 
bany, has appointed Robert W. 


Names Brisacher Agency 


Flo-Ball Pen Corporation, New 
York, has appointed Brisacher, 
Van Norden & Staff, New York, to 
handle its advertising. handle its advertising. 


Eagle Names Vladimir 


Eagle Pencil Company, New 
York, has appointed Irwin Vladi- 


Orr & Associates, New York, to| mir & Co., New York, for export 


| advertising. 


mer in production of Atlantic 
folding cartons. The newly ac- 
quired company will be moved to 
Norwich. 


Appoints John Gourlie 
John C. Gourlie, who for 17 
years was with J. Walter Thomp- 
son Company as public relations 
executive, copywriter and account 
executive, has been appointed pub- 
licity director of St. Georges & | 
Keyes, New York. : 


Names Schneider 


H. Schneider has been appointed 
general sales manager of Winfield 
Mfg. Company, New Bedford, 
Mass., manufacturer of leather 
goods and zipper ring binders. 
The company has acquired Mid- 
town Tanning & Mfg. Company. 


“ss 


IF! 
= 
You haven't seen it, you've 
heard about this famous "'Sea- 
grams" electric display on the 
world famous Boardwalk at Atlan- 
tic City. It's viewed yearly by 
18,000,000 people. 


‘Let us design, build and keep 
your product in lights... . 


| 
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The B.C Maxwell Co. Trenton N.S 


RAS 4 yt Sele aR eae SB 5 CAE ONE RR Ey 


a.) st 22 So yee SMA gy SS RNS RRS 


Hotel, Philadelphia. 
l 


Hilty Heads McG-H | 
Sales Training Program | 


H. E. Hilty, sales manager of 
Factory Management & Main- | 
tenance, New York, has been ap- | 
pointed director of sales training | 
of the McGraw-Hill Publishing | 
Company and manager of the 
classified advertising department, | 
effective March 1. Mr. Hilty has 
been with McGraw-Hill since 1930 
and during that time has sold ad- 
vertising on American Machinist, 
Product Engineering and Factory. 

John Weidig, who has been with 
McGraw-Hill for more than 50 
years, has been named assistant 
to the manager of classified adver- 
tising and H. R. Mathias has been | 
appointed sales manager of Fac- 
tory. R. W. Davis, sales manager | 
of the catalog service division, | 
has been appointed assistant man- | 
ager of Engineering & Mining | 
Journal and Coal Age. 


Sondheim Joins Lesser 


Henry L. Sondheim, formerly | 
with Raymond Spector Company, | 
New York, has been appointed | 
media director of Gerald Lesser, 
Inc., New York. 


Struby Joins D-F-S 

William D. Struby, formerly of | 
Grant Advertising, New York, has | 
joined the merchandising depart- 
ment staff of Dancer-Fitzgerald- 
Sample, New York. 
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/ implements and machinery, 90°, more phones, 75%, 


Even those who don’t... 


subscribe to the best farm publication are better farmers, rank well above the 


by U. S. Census Bureau, of 1945 records—now available. 


demands, the SF audience is the best class market in America today . . 


U.S. farm average . . . have land and buildings worth 50°%, more, 53°, more implements 


and machinery, 77°%% more telephones, 42°, more beef cattle, 64.°%, more milk cows, 


‘Se 106% more hogs. . . if they live next door to a regular reader of SUCCESSFUL FARMING! 
os Geography, soil, climate, intelligence, better methods have made the 
Y 


neighboring non-subscriber a better prospect . .. bettered only by the SF 


subscriber, with farm lands and buildings worth 68% more, 75° more 


‘ 


more cattle and calves, 


144% more hogs... than the national farm average! (From special tabulation 


) 


Tue 1,200,000 SuccessruL FARMING subscribers concentrated in the 15 


Heart States have techniques, practices, methods kept constantly current by SF’s 
authoritative accounts of agricultural advances, research, management, mechanization 
...get larger crops of corn, milk, eggs, bacon, beef... had an average 1946 gross income 
of $7,860 (without government payments), $3,252 above U. S. farm average! 


With a backlog of seven prosperous years, peak savings, reduced debt, unlimited 


. and mostly 


missed by general magazines and networks! To make advertising really national, you need this 


market and medium! Full facts, any office. SuccessruL FARMING, Des Moines, New York, 


Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 


Pere ie ete es To A RS oe i eee teeta 0 oS ee ee / Pane ig yet ace \ sce. or MS PEL ee aa ee ne Now 
cof eis pee pas ; oti i jos n pate Re SG i 2 an ieee Sse pet a AA Nas ee Seer. Bay crear eae ee i "Pith? ae eee ay 
. AQ LS y AYe, CUTUaTy > I tO : Bese. 
' a 
. C4 ? ,  =3e 
‘ . > . { 
TE eee 
ti es ae 
prima ates cs ere y Ws a sate aes ~ aa ee * oa = 
ee NP cod ea < pe Fe ot ak ae ie or 
Sse es 2 7 ee ee Oe, 
Pane ida Se 
Cy, > Se 
7 * sa] 7 ’ oe * 
pt 4 Yy2 P ere : 
ie ge F Me ieee ok 
Od aa Ne ict ah 
gee. “ Ss ae a 
aia) Me i Sg nae SE RE we 
YE eas “eo tan 0 *F > Te -ae Dele eae 
' ie ee Ee. oe cal aN ae So ay 
ih 7 ; ae ie “e a +4 ‘ + en ey 5. 2d “ar ees: me ry 4 va ra Fig 
ot ae ss a f ae ek ee 
TR ROE Hg do Sn ones © Ate oe teh, Be a ea 
ee a Ee a a eee oe eres: og 
en ee 
: os ihe’ te . 
| ‘Ae J * eee eh te : ihe sd j ‘ 
a | Fine Whiskies Since 1857) =~ 
ae = Site : va Soy ah? SR BE eee 3 
| ae ue 23 2 eke 9 dy , * ey a CP peg . His e t r ‘4 
- = e ‘1: iT Loe oor 
Ooo oe 
; ‘UR a EN | ee | | (me | | Qe 
(Ss Se has. on a Ss 
ie 4d sae, as ne oa RR no 8 Se ng eo RE Sah dc 
‘ : =] SS Se _-: eet geen j= isc, 
‘ pe 
bs 
ee : 
r + ee 
5 r ; oe 
a | a PUTT NYE OC NT NP TT 
= 7 ill 2 
. - ‘ : eo 
x 7 - x Dyea eee ‘S ® ra 
; "3 “ i i i en oe 
i a é -e hy ? ee cigs ; ; oe 
: PF me dion fA es << tle we oa 2 ne ‘ b 
2 ~i * ee Pe eer i : | ee ae : ‘ 
z £58, % . See Ca . gon eee foe 
al . iS —_ fh ae | Sag 
at a es a, ee b> ; 
; a ee  £€ ; f 
y ee a 4 pera Sea ' = - bes me Fae P 7 ; 
wee a ee i ‘ie ess © = « EY 
6 | eee = Bie , mde . seer 
Ly ii : — fom bitty ‘ — ee meg ey : 
; : = i" sae ‘acaaeomseaaic eo eg ee dikes 
ee ~* AG eo CO [ea Maes SR as apes, — . 
oe. es 4 , = : pe pee md $ am we AEN 
bs % 4 i es . ae. ie ae 
EL LE he eee ee ne ee % eS . oO ae gg ‘aoa 
d ALL ngs —— ee a 4 ee ae” ky? eS oe 
y ae ———— lt iy : ~ ee Be, - —e ape i, lll he 
le Pe a ae mame : ne = ‘ * 4 S4 wi al ; 
ba : - ime ee F “4 a a on a Pe a 
— -? &§ eH eg : “. o> ae s+ Pe " 
S- ae < oF “é i bee tt its I is ue = : is s ae 
i td 5 of ; pi ee ee ‘ ‘ sgt e py x fess Fe ay iF Se : 
ll aiea 3 ef! A . me ae MO oe i io Ps Os eo oe ive 
S — s i cs ee ee ‘ “a ai a + i ae Bar — es. ae ar 
a “| ae e 7 ¥ is oe je CS ae ». & any 
1€  » ae Y le 8 a ie - » — > i ES do au 
er (| 2A a oe * i ee i ey > ” ‘ee! ie” eae ic 
Ss Ale - ‘ee Yb Ds ’ | ; 
P= f Sa a , : ae ae _ ae : oP }  % * ‘7 te, 
ee Pi —————" eee Req aual =... i Re me pb 2 vas wih, yy? ‘3 ‘ee 3 
. iis mi. § & |) ts —_"™ il Saal . 
" ee Ce iy ; mS ig fie eg fee ame 
p ie & } eG A eb otic — ney , z ‘ i 
: os a - re ry es. " o ; ee ane: : i oe 
30 oo § a ae i cr. es oo _~ <e 
A es ; ' a 2 ; . oe i 4 ae 
. a = RAS See alii 
} , ; § a 2 — t or } oo, eo 
Ss. - J 2a 5 ; 7 Se 
\¥ 4 ea we Me : | 
ig koe tise e Y | PR ; 
'& c 7 é ~ * i : 
he Hie | 
4 J S | as i 
ie iy: rot 
eo NW. a” ' er 
~ & i fats 
v1 Ne et a — 
° . 3 f dl 
es Ww a Pe. ie” 
of \ im ee oe a . j .- 
a ia rt ' te 
t) ‘. > “4 eRe: Su 
i- 8 = aati ‘ pi 
¥ ee ie Bees | 
: : ng 5 
\ of +4 dh : 
7 : ss 5° tel. 
n eee 1A ae bl fad 
. {| ee oe 
0 Te | Be eee er 
. , AEG a ce ar 
|- are  . P Z 
=) ‘ “, % 4 ‘ 7 
oy gl ‘ . | ike | 
. ; ) : > a ee é . 
is ba ‘ ~ } as 
és “ 7 -~ | mn 
; 7 a 2 f 3 ie, 
4 Se 4 ‘ | | i 
a ~ : 
| 
— — 
eee et 
; ee ; 
‘ 
° 
} i 
, | 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
, F. yt on oy t  aontoee 
every ty roduct! 
Reach this big buying public ‘are h 
the Negro pecs. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 
vran . 1 Co. ,~ America on brand 
ences of Negroes from coast to coast. 
Write now for this free information. 


OF DIAMONDS 


Hits $50,000 
Budget for New 
Jersey Ad Drive 


ATLanTic City, N. J.—The At- 
\lantic City Chamber of Commerce 
|recently assailed the state’s de- 
cision to budget only $50,000 for 
| advertising. 

The chamber has campaigned 
‘actively for an appropriation of 
$150,000 annually, stressing the 
/revenue brought the state by visi- 
tors. “If New Jersey can’t afford 
|to spend $150,000 to advertise its 


resorts exclusively, there might 
as well be no _ appropriation,” 
declared Frank W. Amstutz, sec- 
retary of the chamber. 

Members voted to continue their 
fight for higher appropriations 


'this year. 


Joins Gould-Frank 

Robert Gould, who recently re- 
signed as assistant sales promo- 
tion manager of the narrow fab- 
rics division of Burlington Mills, 
has joined Gould-Frank, New 
York, publicity and promotion 
firm, as an active partner. He for- 
merly served the agency in an ad- 
visory capacity. 


No “‘‘outside™’ 


newspaper does an adequate 


the 


job in Tacoma-Pierce County—Washington's 


Second Market. 
79% of the homes. 
poper reaches 51% . . 
paper only 10% . . 
paper just 4%. 


Tacoma News Tribune 
always! 


The News Tribune reaches 
The second Tacoma 


. the Seattle evening 
in Washington State, 
is @ 


Z0MA 


News Tribune 


manente Metals 
the Seottle morning 


the 
“*must buy''— 


Molten aluminum flows 
from a 1'/,-ton crucible 
into 50-pound molds — 
first 
Permanente Wetals’ 
Tacoma Works, 
November 19, 1947. 


‘pour’ aft 
made 


Another Payroll Builder 
For Tacoma-Pierce County--- 
“Washington’s Second Market” 


Permanente Metals 


TACOMA’S Kaiser-operated Per- 
Corporation is 
now in full production—with two 
pot-lines operating at an output 
rate totalling three and a half 


million pounds of aluminum pig 


plant. 


and casting ingots per month. 
Two hundred fifty Tacoma men 
and women are employed at the 


Now Delivering More 
Thon 60,000 Dailyl 


- > 
fe wi’ 
| Laue FF 


? 


Supt FURNACES 
by Kalamazoo gg 


Don't let fuel 
hortages worry 


DEALER'S NAME 


heating comfort 


Free inspection ond Estimate 
CALA US TODAY! 
Bey on Eesy Terms 


Home Appliances by 


(KALAMAZOO 


QUALITY LEADERS SINCE 190) 


THREE FUELS—Kalamazoo Stove & Furnace Co., Kalamazoo, Mich., canceled 

all copy on oil-burning furnaces, due to the oil shortage, and is featuring, in- 

stead, a furnace that burns three fuels—coal, oil or gas. Fulton, Morrissey Co., 
Chicago, is the agency. 


Navy Will Spend 
$20,000 to Study 
Readership Habits 


MINNEAPOLIS — An investigation | 


to determine why different socio- 
economic levels of the population 
have different readership and 
| listenership habits soon will begin 
at the University of Minnesota. 

Under a grant of $20,000 from 
the Office of Naval Research, Dr. 
Ralph O. Nafziger, well known 
for his research on newspaper and 
media problems, will make a pre- 
liminary analysis. 

In explaining the investigation, 
| Dr. Nafziger declared: “The Navy 
has an interest in mass media be- 
cause it needs to know the best 
|channels through which to dis- 
| seminate information in both war 
/and peace.” 


Will Show Various Factors 


The preliminary poll, using a 
selected population sample, will 


break the group down by age, sex, | 


race, education level, range of 
population center in which they 
\live, occupation and other socio- 
economic factors. 

Interviews in depth will be con- 
ducted with selected individuals 
from the population sample. Ob- 
ject of the special case studies, of 
course, is an effort to learn what 
and why they read or do not read 
mass media. 

“The outcome,” said Dr. Naf- 
ziger, “will give us knowledge on 
the. best ways to reach all of the 
population.” 


K&E Expands Sales, 
Art and Copy Staffs 


Julian Dowell, Don Shure and 
Charles Silver have joined Ken- 
yon & Eckhardt, New York, as art 
directors. Paul Bauer and Douglas 
Keys have joined the agency as 
members of the sales promotion 
department, and Frederick J. Roth 
has been appointed an account ex- 
ecutive. 

Fred Scrimsher, Allen S. Tol- 
chard and T. F.° MacManus, the 
latter formerly with MacManus, 
John & Adams, have joined the 
copy staff. 


McKinley Joins Reinhold 

Frank J. McKinley has joined 
the sales staff of Reinhold Pub- 
lishing Corporation, New York, as 
| advertising representative of Ma- 
| terials & Methods. He will cover 
| the New York state and New York 
| City districts. 


| s sdacarmpcenignsth 
Names Alfred-George 
Alfred-George Associates, New 
| York, has been named to direct 
the advertising of D’Amico Fifth 
Avenue, hair stylist and manufac- 


turer. of cosmetics. Magazines, 
newspapers and radio will be 
used. 


Hasbrouck to ‘Tribune’ 


| Lawrence Hasbrouck, formerly 
|in charge of book advertising for 
\the Chicago Sun, has been ap- 
|pointed head of book advertising 
‘sales of the New York Herald 
Tribune, succeeding Howard Cook, 
who has resigned after 15 years 
with the newspaper. Mr. Has- 
brouck was a member of the 
Tribune’s book advertising de- 
partment from 1938 to 1943. He 
returned to the paper in 1947. 


Bendix Radio Names 2 


Horace H. Silliman, manager of 
distribution, has been promoted 
| to merchandising manager of Ben- 
dix radio division of Bendix Avia- 
tion Corporation, Baltimore. Ar- 
thur C. Jordan has been named to 
succeed Mr. Silliman as manager 
of distribution. ; 


A Technique for 
_ Producing \deas 
by 


James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business? 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question 
for his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has succeeded in describing the 
way the mind works in all creative 
people. He gives you the formula 
which they consciously or unconsci- 
ously follow in producing ideas. He 
shows you how to train your mind so 
that idea production is, as he says, “as 
definite as the process by which motor 
cars are produced.” Enthusiastically 
endorsed by sales managers, editors. 
college professors, poets, advertising 
men, salesmen and business executives 
who have read it. 


Send for your copy of A TECH- 
NIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 

Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Illinois 


FILL IN AND MAIL THIS COUPON 
TODAY 

Advertising Publications, Inc. 

Div. 915 

100 E. Ohio St., Chicago 11, Ill. 


Gentlemen: 


Please send me.......... copies of “A 
Technique for Producing Ideas.” 
| fe See A 
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Daily Press Group 
Hears Report on 
Readex Ratings 


MINNEAPOLIS—A method for 
conducting readership studies at 
a fraction of the cost of present 
methods was disclosed by Robert 
Pendergast, Readex Ratings di- 
vision of the Pendergast Agency, 
St. Paul, at the 28th annual meet- 
ing of the Northwest Daily Press 
Association in Minneapolis. 

Principal difference between the 
new method used by Pendergast 
and present readership methods 
is the elimination of the personal 
interview technique, by using mail 
or carrier boys to distribute and 
pick up the material. 

The new method has been tested 
on daily and weekly newspapers 
ranging in circulation from 213,- 
177 to 1,056. In a test run on the 
same issue of the largest circula- 
tion paper used in a personal in- 
terview study, the Readex Rating 
produced substantially identical 
results! 


Alcoholic Sidelight 


Pendergast, in disclosing details 
of his new system to the pub- 
lishers and advertising managers 
of the 51 daily newspapers of the 
Northwest Daily Press Associa- 
tion, said: “An interesting side- 
light on alcoholic beverage adver- 
tising resulted from our studies. 
For example, from one stack of 
1,000 marked newspapers carry- 
ing considerable alcoholic bever- 
age linage, only two respondents 
commented on such advertising.” 
Actually, Pendergast maintained, 
readership studies are a blindfold 
test for alcoholic beverage adver- | 
tising. 

“No competition with present 
readership studies is intended,” 
Pendergast asserted. “This new, 
low-cost method is designed to 
supplement present excellent 
studies and enable smaller pub- 
lications and low budget adver- 
tisers to obtain the benefits of 
readership studies,” he said. 


Praises Ad Assistance Plan 


At a luncheon meeting of the 
NDPA, J. C. (Jack) Cornelius, 
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Bothwell Elects Kelly 


George E. Kelly, account ex- 
ecutive at W. Earl Bothwell, Inc., 
New York, has been elected a 
vice-president of the agency and 
named administrative executive of 
all publicity and public relations 
functions. 


Keim Joins Dorland 


Josephine V. Keim, formerly 
copy chief of Monroe F. Dreher, 
Inc., New York, has joined Dor- 


a . 
To ‘Young America’ 

Anne V. Schieva, formerly in 
charge of advertising, promotion 
and publicity in the foreign de- 
partment of Prentice Hall, Inc., 
New York, has been appointed as- 
sistant circulation manager of 
Young America, New York. 


Joins Pacific National 


G. E. Dodd, formerly director 
of publicity of Lewis & Clark Col- 
lege, Portland, Ore., has joined 


land, Inc., New York, as account’ Pacific National Advertising, Port- 


executive. 


land. 


Appoints Dembeck 


/publicist of Tennessee Eastman | 


Adeline A. Dembeck, for the past |Corporation, has been appointed 
10 years executive assistant to the | Promotion director of United Piece 
advertising director and fashion Dye Works, New York. 


LAUREN 


oer eS 


CE, ING. uth suus, 


Plies 


joa 
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chairman of the board of the 
Four A’s and BBDO vice-presi- 
dent in charge of western opera- 
tions, complimented the group on 
its national advertising merchan- | 
dising activities, as exemplified 
by its merchandising-advertising 
agreement plan. 
The plan calls for intensive ef- 
forts on the part of newspapers | 
carrying national schedules to ob- | 
tain adequate dealer tie-in sup- | 
port, thereby localizing national | 
advertising and nationalizing local 
advertising, by featuring trade-_ 
marked merchandise with a re- 
gional or national reputation in | 
retail copy. 


Asks More Aid for Retailers | 


L. E. Heindel, advertising di- 
rector of the Capital-Times and 
Wisconsin State Journal, Madison, | 
earlier had described the “Madi- | 
Plan” for retail advertising. | 
He cited the need for increased | 
newspaper interest in the prob-| 
lems of the retailer in order to 
lower the advertising cost in pro- 
portion to sales. 

Norman D. Black Jr., publisher | 
of the Forum, Fargo, N. D., was 
elected president of the Northwest 
Daily Press Association, succeed- 
ing D. A. McKenzie, publisher of 
the Times, Crookston, Minn., who 
Was named chairman of the board. 


son 


Acquires Stoker Division 


The Timken-Detroit Axle Com- 
ény has acquired the Stoker di- 
Vision of the Link-Belt Company, 

icago. The stoker division. will 
inction under the supervision of 
he Timken Silent Automatic di- 
Vision, which has plants in Jack- 
n, Mich., and Oshkosh, Wis. 
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from the Robert Riskin Picture MAGIC TOWN starring James Stewart. An RKO Radio release, 


People who know how to think are part of the American 
tradition. They build the businesses, lead the community, 
create new opportunities for themselves and others. 


Readership of news magazines today is an unfailing 


guide to this top level everywhere. 


Home town leading families depend as much as city 
folks on news reports that are clear, brief, understanding — 
prefer PATHFINDER for its human quality. PATHFINDER is 
now read by more than a million of the nation’s top news 
reading families, most of them home subscribers. 

Remember they are also the leaders in America’s wealth- 
iest trading centers where the farm cash income comes 
to market. PATHFINDER is becoming a great force in 


American life today. 


America’s SECOND LARGEST News Magazine 


Pathfinde 


—A Story of the typical American home town. 


GRAHAM PATTERSON 
also publisher of FARM JOURNAL 
Biggest in the Country 
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ments pertaining to: 
® Akron, Ohio 

© Asheville, N. C. 

® Atlanta, Ga. 

® Binghampton, N. Y. 
® Brooklyn, N. Y. 

® Cedar Rapids, lowa 
® Chicago, Ill. 

® Davenport, lowa 

® Dayton, Ohio 

® Decatur, Ill. 

® Denver, Colo. 

® Duluth, Minn. 

® Durham, N. C. 

© East St. Louis, Ill. 

® Harrisburg, Pa. 

® Hartford, Conn. 

® indianapolis, Ind. 
® Kansas City, Kans. 


® Kansas City, Mo. 


® Long Island District, 
N. Y. 


® Louisville, Ky. 


presented in the 1947 CONSUMER MARKET 
DATA BOOK pertinent market data, and 
overage, which are particularly . 
helpful-fo national advertisers in formulat- 
ing approaches to specific markets. For 
detailed information see G.O.A. advertise- 


® Manhattan & Bronx, 
N.Y. 


® Memphis, Tenn. 
® Minneapolis, Minn. 
® Nashville, Tenn. 


®@ New York, N. Y. 
(See Manhattan, Long 
Island) 


® New Orleans, La. 

® Oklahoma City, Okla. 
® Omaha, Nebr. 

® Philadelphia, Pa. 

® Raleigh, N. C. 

® Richmond, Va. 

® Noanoke, Va. 

® St. Louis, Mo. 

© St. Paul, Minn. 

® Sioux City, lowa 

® South Bend, Ind. 

® Utica, N. Y. 

® Washington, D. C. 

® Winston-Salem, N. C. 


® Youngstown, Ohio 


<S, 


g yd ‘primary function of Advertising Age's 
CONSUMER MARKET DATA. BOOK is to provide 
national advertisers. and their agencies, with basic data 
on local, state, regional and national markets—informa- 


oe 


tion which is a definite “assist” in gaining maximum 


distribution at minimum cost. 


And in the latter respect, the factual presentations of: 


media in CMDB—markets served and coverage offered— 
likewise are of definite service to national advertisers 


and agencies. 


Outstanding in this respect is GENERAL OUTDOOR 
ADVERTISING CO., with 40 different pages of media 
data—one for each G.O.A, plant city—serving 55 major 


and 1400 smaller markets. 


For factual market data on these major markets—and 
detailed information on G.O.A. services available—refer 
to your copy of Advertising Age’s 1947 CONSUMER 
MARKET DATA BOOK! 


* PLS. Your 1948 edition, containing latest consumer 
market data available (and with many new features 
added) will reach vou in May—in ample time to aid 
you in making merchandising plans for the fall of 


1948 and throughout 1949. 


Advertising Age’s peut 
CONSUMER MARKET DATA BOOK 
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Eddie Cantor, please note: Over at Vanguard Advertising, New 
York, the slogan is “It’s a boy.’ Joe Russakoff, owner of the 
agency, has three—Frank Haase, art director, is the father of two 
boys and Connie Lane, copywriter, recently became the mother of 
a baby—yes, you’ve guessed it—boy. Her husband, Byron Lane, js 
eastern ad mgr. of Jewelry... 

Leaders in the advertising and liquor industry got together Feb. 
10 at the Hotel Pierre, New York, for a surprise testimonial dinner 
to “Shorty” Long, former advertising manager of Esquire... 

Brendan Kelly, of the public relations department of Benton & 
Bowles, New York, is recuperating from an appendectomy. . . 

The Minneapolis Adclub has unofficially tagged the club’s Golf- 
aroo golf matches, soon to get under way, the “Beat Bill Walrath” 
Golfaroo. William B. Walrath, ad manager of Minneapolis-Honey- 
well Regulator Co., shoots a mean par... Bill Carr, ad mgr. of 
Time, who has been 
keeping some adclub ~* 
speaking dates in St. @ 
Louis, Kansas City 
and other cities, was 
back in his native San 
Antonio for a _ visit 
with his parents, ar- 
riving on Valentine’s 
Day... 

An adman, his red- 
headed secretary, his 
blonde wife, a space 
salesman, a pair of 
gunmetal nylons and 
a murder are the in- 
gredients of “Love 
Me, She’s Dead,” lead 
story in the March is- 
sue of Detective Story 
magazine. It’s the 
work of Samm 5S. 
Baker, v.p. of Kiese- 
wetter, Wetterau & 
Baker, New York 
agency... 

Robert R. Thomp- 
son, ad salesman with 
the Portland Journal, 
and Mrs. Thompson 
are parents of a red-haired baby daughter, who arrived on Val- 
entine’s Day... And on Feb. 2 a daughter was born at Presbyterian 
Hospital, Chicago, to Mrs. Stanley C. Kuttner. Mr. K. is account 
exec at the Kuttner & Kuttner agency... 

Elmo Roper, public opinion analyst, turned broadcaster Feb. 15 
in a new quarter-hour CBS series, ‘‘Where People Stand.” The 
programs, based on Mr. Roper’s poll of the average American's 
views on issues of the day, are available for sponsorship. . . Benedict 
Gimbel, pres. of Station WIP, Philadelphia, has been named chair- 
man of the program committee for the 21st annual Educational Week 
for the Blind, to be observed March 15-19... 

Col. Harry T. Klein, pres. of the Texas Company, and Dr. Karl T. 
Compton, pres. of MIT, have announced a $250,000 grant from 
Texaco to the institute for atomic research and training of nuclear 
scientists. . . Daniel C. Park, gen’l sales mgr. of Station WIRE, 
Indianapolis, is teaching radio advertising and sales at Jordan Con- 
sservatory in the Indiana city. . . 

New chairman of the advertising and public relations division of 
the Legal Aid Society’s appeal is John Orr Young of Young & 
Faught. . . Walter Lowen, head of his own personnel placement 
service specializing in advertising, marketing and public relations, 
will be-in Los Angeles and San Francisco during March on busi- 
ness. . . 

David Drew Zingg, editor of the United Fruit Company magazine, 
is engaged to Elizabeth Foulk of Manhasset, L. I. .. And wedding 
bells rang several weeks ago for John William Haigis Jr., gen’) mgr. 
of WHAI, Greenfield, Mass., and his bride, the former Eleanor Par- 
sons Vatcher.. . 

Jerome B. Gray, founder of Gray & Rogers, is the author of an 
article entitled “10 Ways to Cut Production Costs,” appearing in 
the February issue of Poor Richard’s Almanack.. . 

Abbott Kimball, president of the agency bearing his name, flew 
to Europe this month to combine work in connection with the silk 
industry and a visit at the London and Paris branches of his com- 
pany. Milan, Rome and Copenhagen also are on his itinerary. . . 

Gordon Munree Day, head of the Gordon M. Day Advertising 
Service, was married recently to Mrs. Carol Kurtz Bulkley of May- 
wood, Ill. . . Calling all numismatists: If you would like to compare 
notes and discuss your hobby with a colleague, get in touch with 
Gerald Greenbaum of Consolidated Lithographing Corporation. 
Brooklyn—he’d like to meet you... 

Marschalk & Pratt Co., New York, celebrated the 25th anniversary 
of the agency this month. Partners H. C. Marschalk, S. L. Meulen- 
dyke, S. H. Giellerup and G. A. Poetschke were given scrolls and 
gifts commemorating the occasion. . . 

Station WBBM, Chicago, is marking, this year, the 23rd anni- 
versary of its founding by Ralph and H. Leslie Atlass in the base- 
ment of their home in Chicago. Ralph is now gen’l mgr. of WIND. 
and Leslie is v.p. in charge of the central division of CBS. . . Homer 
Griffith, pres. of Homer Griffith Co., radio station representative. 
is celebrating his 20th year in radio. He started out in February 
1928, as a salesman with KFWB in Hollywood. . . 

John C. Sterling, publisher of This Week Magazine, New York. 
stopping over in Portland, Ore., en route to meetings in San Fran- 
cisco, was entertained by P. J. Jackson, publisher of the Orego’ 
Journal... 

A tailor-made salmon fishing rod was presented to William A. 
Thomson, retiring director of the Bureau of Advertising, ANPA 
after 35 years of service. The gift was presented to Mr. Thomson 
by the New York chapter of the American Association of Newspape! 
Representatives. . . 


5 ili, © 


ALOHA—Mr. and Mrs. Bruce Barton are photo- 
graphed in Honolulu, where Mr. Barton, chairman 
of the board of BBDO, discussed the advertising 
program of the Matson Navigation Co., which 
recently retained BBDO for its mainland advertising. 
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Washington Buses, 
Street Cars May 
Get FM Programs | 


WASHINGTON — Capital Transit | 
Company is currently completing | 
arrangements with a local i 
proadeaster for the installation of 
FM receiving equipment in Wash- 
ington buses and streetcars. 

Plans call for special FM pro- | 
gramming acceptable to the transit | 
company, with a limited quantity | 
of commercial announcements, also | 
subject to company approval. | 
Broadcast on the standard FM 


band, the programs will be avail-_| 
able to home FM receivers as well. | 
Capital Transit Company with- | 
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White Forms Agency 


L. E. White Jr., formerly vice- 
president and radio director of 
Gibbons Advertising Agency, 
|Tulsa, has formed his own com- 
pany, White Advertising Agency, 
in the Pythian building, 5th and 
| Boulder, Tulsa. 


Creates New Division 
Arrow Decorating & Fixture 
Company, Philadelphia, has estab- 
lished an industrial display di- 
vision. Earl Brooks has been 


|named sales and promotion man-|of the Hamilton County Repub-| 
/lican Party in Cincinnati. 


ager of the new division. 


Foster Appoints Hunt | Transfers Herbert 


Joel M. Hunt, formerly chief | Joseph C. Herbert, manager md 
announcer of Station WMMW, the B. F. Goodrich Company’s 
Meriden, Conn., has been appoint- tire and tube manufacturing plant | 
ed head of a new radio, television | in Tuscaloosa, Ala., has been ap-| 
and special service department of | pointed assistant managing direc- | 
Herbert H. Foster & Associates,| tor of Industria Colombiana de) 
New York, public relations firm. Llantas, Bogota, Colombia, a B. F. | 
Goodrich associated company. i 
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Appoints Madison 

Roy W. Madison, formerly pub-_| W ps 
licity manager of Ralph H. Jones | ho the HELL is 2 
Company, Cincinnati, has been | in only 60 days his copy reduced com- 
appointed public relations director | Sa 


Sen GOO « f+ 2 » Advertising Age 
100 E. Ohio Street. Chicago t!, Tuinots 


Who the HEIL is I 


For only $11.60 per program per station 

he produces one of 1948's most talked 

about radio shows. Looking for ideas? 
Bex G8I7 ....-s Advertising Age 
100 E. Ohio Street, Chicago t!. tinots 


held the name of the broadcasters | 
involved, but said the arrange- | 


ment is patterned after tests now | 


underway in northern Kentucky 
and other areas (AA, Feb. 2). 


NEWARK BUS RIDERS 
GET MUSIC TOO 


NewarK—Bus riders in this New | 


Jersey city will soon have sooth- 
ing music to help them through 
the rush hours if the Public Serv- 
ice Coordinated Transport carries 
out its plan to install FM radios in 
its vehicles. 

The Newark transportation 
group is following the lead of the 
Cincinnati, Newport & Covington 


Railway Company and the Dixie | 
Traction Company, which operate | 


buses in northern Kentucky. These 
companies have signed a contract 


with Transit Radio, Inc. for the’ 
installation of FM sets in most of | 


their buses. 
Public Service Transport may 


spend approximately $1,000,000 for | 


radio time and equipment. Re- 
turns from the commercials on the 
former will help to defray the 
cost, the company hopes. One radio 
will be installed experimentally 
to get rider reaction before the 
project is implemented. 


IVC Changes Name 


Products in the IVC group of 
American Home Products Cor- 
poration, New York, previously 
marketed under the name of In- 
ternational Vitamin Corporation, 
will henceforth be sold under the 
designation, International Vitamin 
division, Ives-Cameron Company, 
Inc. There is no change in own- 


ership or personnel and_ Ives- 
Cameron Company remains a 
wholly owned _ = subsidiary of 


American Home Products. 


Now Manson-Gold-Miller 


Manson-Gold Advertising 
Agency, Minneapolis, has changed 
its name to Manson-Gold-Miller, 
with the election of Robert P. Mil- 
ler as vice-president and secre- 
tary. 


Emerson Names Cohen 


George Cohen has been pro- 
moted to general manager of the 
parts sales and service depart- 
ments of the Emerson Radio & 
oe Corporation, New 
OrkK, 


The Top Man 
~ always makes the 
| decisions! Manufacturers 
' of office equipment 
, and supplies get their 
y; | message straight to 
top office management 
personnel through 
| the pages of one 
| Magazine only 
. 
_ OFFICE MANAGEMENT 
-j; and EQUIPMENT 


The Office Executive's Own Magazine 
* 

| GEYER PUBLICATIONS — EST. 1877 
| Also Publishers of GEVER'S TOPICS 
/ THE GIFT & ART BUYER. SPORTS 


- LAGE and Trade Directories, 
= _ 260 Fifth Avenue, New York |, N.Y. 
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about a change n the way her oN thinks, does things. Watch her bring 
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Joins Reincke, Meyer 
Charles R. Isaacs, formerly 


vice-president and director of 
merchandising of Sidener & Van 
Riper, Indianapolis, has joined 
Reincke, Meyer & Finn, Chicago, 
to specialize in marketing and 
merchandising. 


Dickson Transferred 


Paul B. Dickson, formerly ad- 
vertising manager of one of the 
Consolidated trade publications of 
Consolidated Press Ltd. of Cana- 
ada, has been made eastern U. S. 


with 


manager of the company, 
headquarters in New York. 
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FOR THE BUYER WHO MUST FOLLOW HIS ENGRAVING BUDGET 
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‘Holiday’ Reports 
1,166 Promotions 
by 1,003 Stores 


PHILADELPHIA — Store merchan- 
dising by Holiday for its adver- 
tisers last year resulted in a total 
of 1,166 major promotions by 
1,003 stores, the Curtis magazine 
has disclosed. 

A breakdown shows 418 promo- 
tions were presented by big de- 
partment stores, 345 by sporting 
goods retailers, 118 by drug stores, 
98 by men’s stores and 24 by shoe 
stores. All used Holiday - adver- 
tised merchandise in store - wide 
promotions. Merchandise ranged 
from home furnishings to drugs 
and toiletries, fashions to sporting 
goods, automobile accessories to 
luggage. 

Holiday currently is promoting 
a “What to Wear When” cam- 
paign, which department stores 
are using in 44 cities. 

The travel and recreation maga- 
zine expects a higher gross income 
this year. 


. 


Appoints Rolph 

R. R. Rolph, formerly a vice- 
president and a member of the 
advisory board of the mechanics 
universal joint division of Borg- 
Warner Corporation, has been ap- 
pointed sales manager of the auto- 
motive division of Monroe Auto 


Equipment Company, Monroe, 
Mich. 
Buys Air Chuck Business 


The Union Mfg. Company, New 
Britain, Conn., has purchased the 
air chuck and rotating cylinder 
business of the Hannifin Mfg. 
Company, Chicago. The business 
will be moved to New Britain. 


WICHITA 


Bank on KFH to carry your 
sales message to folks who 
can buy and “silver plate” 
your profit statement. We've 
been putting products on top 
in this rich market for 25 
years. Ask any Petry office. 


BC ME owcuis 


CBS . . . 5000 WATTS DAY AND NIGHT . . . CALL ANY PETRY OFFICE 


iS A HOOPERATED CITY 


THAT SOLID SECTION OF 
KANSAS RICHEST MARKET 
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caption technique. 


unmanageable hair.” 


dinner the following night. 


a 
FRIENDS WONDERED 


1 Hew ob ee ee! a come ee a 


Confirmed Bachelor 
finds his 
DREAM GIRL 


a lovely 


“WSTRECREME? GIRL 


him a box-top. 


guesses. Right the first time. 


999 


Shampoo. 
You still with us? 


the window. 


many bad ones? 


doubts it. 
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‘Names Dempewolff 


| Richard F. Dempewolff, former 
managing editor of Pic, New York, 
has been appointed editor of mem- 
bership information of the U. S. 
Brewers Foundation, New York. 
Mr. Dempewolff at one time was 
managing editor of True and as- 
|sociate editor of Newsweek and 
Literary Digest. 


ciatiietmaaccacti 
Appoints Martha Martin 
Leighton & Nelson, Schenectady 
agency, has appointed Martha 
Martin production manager. 


John, a confirmed bachelor, 
Why, is anybody’s guess—because Irene had “dull, stringy, 
Despite the fact that Irene looked 
like a latter-day Medusa, John, the dope, invited her to 


Despite all these dates, Irene—probably at the copy- 
writer’s suggestion—went to a famous hairdresser. 


could tell he was famous because he wore a chalk-stripe 
suit, had wrinkles in his forehead and talked with his 
hands. 

Now this famous hairdresser told Irene to get herself a 
small jug of Lustre-Creme and use it at home. That’s what 
popularity does. 


You get famous as a hairdresser and you 


You, Teo 0 . sith ite dre, eaagieal Levers 


tell your customers to wash their hair at home; you want 
to retire anyway and live on a hundred and twenty-five 
bucks a week in the Thousand Island country. 


So Irene used Lustre-Creme. 
John, who had already dated this babe twice, found not 
only his dream girl BUT the way to keep his own hair 
clean, sleek and well groomed. 


And then what happened? 
last rang out for the elusive John. 
friends were astonished—but Irene knew the answer. Three 


now guess what Irene did. She sent the hairdresser a wed- 
ding invitation—“with a special card from the happy bride, 
reading, ‘Thanks to you, Dan Cupid, and Lustre-Creme 


Maybe you are, but complete believability has gone out 
How, this Corner would like to know, can 
any copywriter in his (or her) right mind write this stuff? 
How can any advertiser in his right mind accept it? 
can any reader of the January issue of the Woman’s Home 
Companion (in which this advertisement appeared) do any- 
thing but boycott any drug or department store stocking a 
product whose advertising so insults her intelligence? 

And how, this Corner would like to ask, can a product 
with so many good points inspire an advertisement with so 


Is this an example of “hard-boiled selling?” 
This is sheer soft-headed advertising. May the 
new year improve, advertising-wise, as it grows older. 
of now, it doesn’t look too promising. 
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the Creative an? Corner 


This is the story of John and Irene and the picture- 


took Irene to a theater party. 


You 


At home. And that night, 


Irene must have slipped 


WEDDING BELLS at long 
Exclamation point. His 


Lustre-Creme shampoo. But 


How 


This Corner 
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CDNA to Move 


The Canadian Daily Newspa- 
pers Association is moving fro! 
its present quarters at 36 Toront 
St., Toronto, to temporary quar 
ters in the Globe & Mail building 
about Feb. 28. 


_Earling Gets Promotion 


| George P. Earling, New England 
sales representative of Sixty Sale 
| Corporation, Hartford, Conn., ha: 
_been elected executive vice-presi- 
dent and a member of the board 
of directors of the corporation. 
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Union Stores Are’ 
Here to Stay, Says 
Victor Reuther 


Detroir—The establishment of 
union-operated grocery coopera- 
tives and warehouses, to beat the 
high cost of living, is no “fly-by- 
night” movement, according to 
victor G. Reuther. 

Mr. Reuther, United Automobile 
Workers’ educational director, de- 
clared that the cooperative ware- 
house system is working—or in 
the process of organization — in 
Michigan, Indiana, California, Ili- 
nois, Wisconsin and Iowa. 

In Detroit, where the movement 
received its greatest amount of 
publicity, 23 union grocery stores 
now are operating and have ear- 
marked $123,362 from their treas- 
uries to acquire a central ware- 
house, according to Mr. Reuther. 
And in other Michigan cities, he 
declared, similar developments 
are taking place. 


Other Cities Listed 


In Pontiac—a recently opened 
co-op warehouse is doing a “thriv- 
ing business.” 

In Lansing—one union store 
selling groceries and appliances is 
doing a $2,100-per-week business. 

In Flint—co-op shares totaling 
$9,000 have been sold, and loans 
totaling $12,500 have been pro- 
cured from local unions for a 
warehouse. 

In Jackson — more than $3,000 
has been raised for a permanent 
store building. 

In Muskegon—a full-time or- | 
ganizer is at work laying plans for | 
the eventual purchase of a ware- 
house. 

In Saginaw and Port Huron— | 
committees are working to raise 
share capital. 


Servel and Utilities 
Cooperate in Test 


Newspaper test campaigns run 
cooperatively with.local gas com- 
panies soon will be launched by 
Servel, Inc., Evansville, Ind., fea- 
turing the Servel All-Year gas air 
conditioner. Among the cities in- 
cluded in this test program are 
Dallas and Houston. 

Testimonial campaigns also will 
be released in southern California, 
Oklahoma and Louisiana. Re- 
gional and local business papers 
and home magazines also are being 
used. The Dallas drive is on a 
year-round basis with insertions 
about once every three weeks. The 
agency is Batten, Barton, Durstine 
& Osborn, Chicago. 


Stehli Names Reimers 


Stehli & Co., New York, silk 
and rayon manufacturer, has ap- 
pointed Carl Reimers Company, 
New York, to handle its adver- 
tising. The company previously 
placed its advertising direct. 


WRNY to Rogers & Porter 


Rogers & Porter, Rochester, 
N. Y., has been named to direct the 
advertising of Station WRNY, 
Rochester. Newspapers and car 
cards will be used. 


PECPPOTPOOPe reer peepee 
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Roth Names Lebow V.P. 


Victor Lebow, general sales 
manager of Chester H. Roth Com- 
pany, has been elected vice-presi- 
dent in charge of sales and adver- 
tising of the company. He will 
continue to direct the marketing 
activities of the six divisions of 
Roth, whieh include the national 
advertised Esquire socks, the 
newly-launched Schiaparelli stock- 
ings and private brands of men’s 
and women’s hosiery. 


Four A’s Adds Meermans 


Meermans, Inc., Cleveland, has 
joined the American Association 
of Advertising Agencies, New 
York. 


‘Who First’ Race 
Has Broadcasters 
a Bit Confused 


PHILADELPHIA—WCALU has issued 
a “corrected correction” release, 
withdrawing its claim to be the 
“first Philadelphia station to in- 
stall a two-way monitoring sys- 
tem for police calls.” 

In its correction, WCAU said 
two competitors, WIP and WFIL, 
are using a similar setup. 

The question of who got there 
first started weeks ago with a 


daily facsimile service by a radio 
station. This statement was im- 
mediately challenged — among 
others —by the Bulletin station 
(WCAU) and WHAS, Louisville, 
both of which pointed out that 
they had been presenting a daily 


WFIL announcement of the first | 


facsimile newspaper for 
time. 


Associated to Cayton 


Associated Mfg. Corporation, 
Omaha, houseware items, has ap- 
pointed Cayton, Inc., New York, 
to handle its advertising. 
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IN EXCESS OF 200,000 
ABC MEMBERSHIP 


sae i 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 
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A MELCION DOLLAR WATLING LIST! 


One million dollars every year! That’s what it costs to com- 
pile the names of all passenger car and truck owners in the 
United States into a usable consumer mailing list. Yet these 
lists are yours to buy or use, in whole or in part, for a mere 
fraction of their original cost. 


Names are available for every village, town, and city in the 
nation. In larger towns these names can be supplied by 
neighborhood selection. And in all towns the names are 
available by make and year of vehicle. 


Obviously these lists are ideal for the advertiser of auto- 
motive merchandise—passenger cars and trucks, gasoline and 
oil, tires, batteries and accessories. 


But while the primary user of these lists is the automotive 
advertiser, they are used widely for mail order selling, mail 
sampling, dealer helps and straight institutional mailings by 
the advertisers of chewing gum, vitamins, clothing, millinery, 
clocks, radios, and many other non-automotive items. 


The national passenger car and truck owner lists have an 
infinite number of applications to the business of selling the 
consumer. Get in touch with your nearest Donnelley office 


* 


_ 350 E.22nd ST. 
_ CHICAGO 16,1LL. 


and learn how these automotive lists can be used profitably 
in your business. 


OTHER DONNELLEY SERVICES: 


@ DEALER HELP MAILINGS—including planning, supplying of 
mailing lists, printing, dealer imprinting, addressing, scheduling and 
mailing. 


@ CONTEST PLANNING AND JUDGING—supported by years of 
experience in handling the nation’s major contests. 


@ SELECTIVE MARKET MAILINGS—proved by exhaustive tests, 


national, regional and local campaigns. 


@ MAIL-AWAY PREMIUM SERVICE—executed by an expert staff 


geared to handle volumes of requests quickly and efficiently. 


@ SAMPLE MAILINGS—mass or selective coverage, including the 
complete job of addressing, packaging and mailing. 


THE REUBEN H. DONNELLEY CORPORATION 
gGre sith 6 | 
NEW YORK 17, 


727 VENICE BLVD. ~ 
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... for Bemis provides 


the “know how” to assist you in organizing 
your art'and copy. .. determining your © 
method of printing ... producing your 
work economically and quickly. Publications, 
catalogs, booklets, direct mail from black and 
white to full color . . . Now over one million 


impressions a day. 


Make your next job 


high in quality. 


XxcELLO PRESS x. 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 


Van Buren 


thy = 


TEAR VOUR HAIR?“ <- 


If you're troubled with deadline dithers, use Fototype- 
the NEW typesetting method. Takes minutes instead of 
hours. Takes cents instead of dollars. Compose type 
yourself-or let your office boy do it. Fototype now 
used everywhere by agencies, advertising departments— 
everyone in advertising. For headlines to full ads—do 
it yourself with Fototype. 


Geta free catalog-75 Fototype styles ready for speedy, 
economical typesetting.* 


* 


* NOTE: Not ong piece of metal type used in this 
od —only Fototype —and your office boy could 
hove done it! » 


KeTelvre 


1415 ROSCOE STREET, CHICAGO 13° 


AMA to Study 
U. S. Government 
Marketing Aids 


WASHINGTON—For the first time 
|since the war, government activi- 
| ties in furnishing data to advertis- 
‘ing and marketing researchers 
will be studied by the 600 dele- 
|gates to the two-day conference 
of the American Marketing As- 
|sociation here June 14-15. 
| Wroe Alderson, president of 
AMA and a partner of Alderson & 
'Sessions, Philadelphia, said the 
meeting would concentrate on the 
|theme: “What does the national 
government mean to me in mar- 
keting?” Among other topics to 


| be covered will be the impact of 
|recent government actions affect- | 
‘ing marketing, e.g., the voluntary 
' materials allocation program. 

The AMA has held no Washing- 
ton meeting since 1938, and the | 
group will arrange for inspection | 
of government research ae. 
Individual conferences with gov- 
ernment research leaders also will | 
be scheduled. 
| Dr. A. Rex Johnson, president 
of AMA’s Washington chapter, | 
will head a special committee to. 
make arrangements for the survey | 
and conference. He will be assist- | 
ed by Wilford White, of the De-| 
|partment of Commerce and AMA | 
/national treasurer, and Francis E. | 
Simmons, vice-chairman of the | 
committee. 


| 


Crosley Continues 
Testimonial Copy | 
for’48 Campaign — 


New York — Fourteen - national 


=- Something New 
¥= for a Change... 


sme ome 


mor BEEF 
MOR LAMB 


Pe ee On A HS Oy 


now vou Have FOUR meats 
IN THE CONVENIENT MOR Form 


Le Reaping with Wome pobicr so sesscipane the 
Insane) placa 


Only MOR gives you 4 to choose from 
Reena Bex Condens Loan eum Paniny Aieenene tow 
© Cast teers at Rhee Periies tape! Senden ote 
BUY ALL FoUR 
They're Eesy to Store 


MOR CITIES—Wilson & Co. has used small teasers, then this full-page in news- 

papers in Chicago and Philadelphia to introduce its four Mor meats in cans. 

Wilson has gradually widened distribution to 60 cities in the past few months. 
Ewell & Thurber, Chicago, is the agency. 


and newspapers will carry Cros- | Seagram - Distillers 


ments as featured items 

{company’s 1948 ad copy. 
Continuing the owner endorse- 

ment idea which proved success-| 


|ful last year, all copy carries the Shaw Names Sorenson 


-owner’s actual statement of oper- | 
ating costs and performance, as 
well as the endorser’s name and 
address. 

Commenting on the value of 
customers’ letters, Powel Crosley | 
| Jr., president of the company, de- | 
clared: “A large volume of cor- | 
/respondence with our customers | 
here and abroad has produced not 
only a remarkable collection of 
performance records, but also) 
hundreds of suggestions for broad- 
ening the utility of our cars.” 

Testimonials from doctors, 
nurses, housewives, business men | 
and tradesmen show average cost 
_of operation hovers around 1.1) 
‘cents per mile, for gasoline and | 
oil. 


Promotes Pork and Beans| 


With the increase of sugar sup- | 
plies in Canada, Stokely-Van|! 
|Camp of Canada, Essex, Ont., is) 
| launching an advertising campaign 
to re-introduce Van Camp’s pork | 
|and beans, using 69 daily news- 
|papers, 94 weekly newspapers, 
| weekend papers, farm weeklies, | 
/nine national magazines and car | 
cards. “Heat... Eat... Enjoy” is| 
| the theme of the campaign. Dan-| 
cer-Fitzgerald-Sample (Canada) 
Ltd., Toronto, is the agency. 


Wagenseil Adds Space 


Hugo Wagenseil & Assaciates, 
Dayton advertising. agency, has 
opened larger offices for its radio 
and television and public relations 
divisions at 134 W. Second St. The 
agency’s executive, creative and 
production. departments will, re- 
main in the Talbott building. 


Eby Appoints Kirk 

Lillian Kirk, formerly promo- 
tion director of Stations WGR and 
WKBW, has been appointed an 
associate and account executive of 
Adam F. Eby & Associates, Buf- 
falo. 


Clarence W. Sorenson, formerly | 
art director on the General Mills 
Dancer-Fitzgerald- 
Sample, Chicago, has been named 
art director of John W. Shaw Ad- 


account for 


vertising, Chicago. 


been |. Theodore R. Berger, 
& Gilman, Philadelphia. 


tions account. 


Nemarow Advertising 
Vineland, N. J. 


‘Seagram Ups McCarthy Joins Lewis & Gilman 

John R. McCarthy has 
magazines, plus trade publications | named director of marketing of 
Corporation, 
ley Motors’ unsolicited endorse- |New York. He has been with the 
in the | company since 1934 in an execu- 
| tive capacity in the state stores di- 
| vision. 


formerly 


first edition editor of the Call, 
Allentown, Pa., has joined Lewis 


He has 


been assigned to the Lehigh Coal & 
Navigation Company public rela- 


Heritage to Nemarow 


Paul E. Heritage, formerly art 
director of Kimble Glass division 
of Owens-Illinois Glass Company, 
has been appointed art director of 


Agency, 


ABC 


NT | PUBLICITY 


WSGN’s aggressive promotion helps put your product in 
the market now. But better still, it attracts listeners and buyers 
for the future. In promotion, publicity, programs and service. 
WSGN is Alabama’s leading station! 


Birmingham 2, Alabama 


THE NEWS-AGE-HERALD STATIONS 
Headley-Reed, National Reps. 
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Yor your media da 


THE TIME-HONORED, BULGING CABINET 


where it can rest peacefully for months on end, 


and can elude the most earnest searcher when it's wanted. 


THE WELL-FILLED WASTEBASKET | 


where countless tons of its competitors and companions 


land every day because the cabinet simply can't hold everything. 


OR THE CONSUMER MARKET DATA BOOK 


where it always can be found, adjacent to statistics and tables and maps and other data about 
the market you serve. Permanently bound with all these data, it comes to attention every time, 
any time throughout the year, that the more than 6,500 national advertiser and agency execu- 
tives who receive it use it for evaluating the potentialities of your market. 

Over a period of years thousands of these executives have told us how useful Advertising 
Age’s CONSUMER MARKET DATA BOOK is to them in their daily work, Accepted as the 
standard market reference by the nation’s leading national advertisers, it is the logical, basic 
medium for you to use in presenting your basic, factual story. 

In Advertising Age’s CONSUMER MARKET DATA BOOK — not in a file cabinet — not in 
the wastebasket — your story always will be in the right place, at the right times, the year 
‘round, in front of the right people! Make sure of all these advantages. Send in your space 


reservation today! 


SPACE RATES Discounts for Advertising Age advertisers 
Space Per Page Total Cost Following discounts are based on number of insertions, 
8 pages $200.00 per page $1600.00 minimum rate holder (10 column inches) size or larger, 
6 pages 225.00 per page 1350.00 under contract in Advertising Age to run within one year 
4 pages 250.00 per page 1000.00 from date of first insertion. Discounts apply to space 
2 pages 275.00 per page 550.00 only, not to color. 

| page 300.00 4 1 % di + 
Vp page (Horizontal only) 175, 00 52 time advertisers 30% discoun 
4 page (Horizontal only) 100.00 26-time advertisers 20% discount 
Inserts—regular page rates apply 13-time advertisers 10% discount 


PUBLICATION DATE: FINAL FORMS CLOSE: 
May, 1948 April 1 
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Boston Agency Moves 


Engineered Advertising, Boston, 
has moved its offices to 52 Chauncy 


St. 


oe 
$ * 


.. QUALITY 


PHOTO ENGRAVING COMPANY 


men | 
7 


RR ge os ih Oia ag a ae : ; 
a es > |growing consumer price resist- 


photo engraving 


Bitter Price Ad 
War Ups Denver 
Linage 20-25% 


| ‘Denver—Raw feelings flayed by 


-ance last week touched off one of 
‘the bitterest price wars yet wit- 
‘nessed on the national scene, a 
‘survey by ADVERTISING AGE dis- 
closed. 

Blame for the ad war was laid 
‘to passage of a Denver sales tax 
which, reports to the Denver Re- 
| tail Merchants Association said, 
drove as much as 40% of Denver’s 
food trade to suburban stores. 

_ It resulted in a “gag” rule by 
\the Denver Post, Rocky Mountain 
News and Monitor on the use of 
the line “No Sales Tax Charged 


| Here” in retail food advertising. 


Most spectacular of the adver- 
'tising breaks was the full page by 


11-17 S. DESPLAINES* CHICAGO King “Soopers” in the Jan. 22 


News headlined “Who’s Got That 


Gimes haven't 


changed! 


IN 1886, the first year it published, THE SPORTING 
NEWS was the favorite of players and fans alike. 


_—* 
2 ~—= 


he Sporting News 


Is Still The Most Thoroughly Read 


Sports Publication in the World oe. 


TODAY, THE SPORT- 
ING NEWS is still 
the undisputed 
. Bible of Baseball.’ 
Here's Bill Voiselle, 


WHO'S GOT THAT |. 
GUILTY FEELING NOW??? 


To be quilty of sucha policy. . is one that King “Soopers” ore proud 
of. King “Soopers” low prices are not for justadey .. not for juste 
week .. not for justamonth.. but ALWAYS! 

Thanks to the Buying Public .. They Have Given Their 
Stamp of Approval to the 
KING OF LOW FOOD PRICES 


Fal NG Soopers 


"WHO'S GUILTY?'—We are, shouts 
the King "Soopers" grocery copy run- 
ning in Denver papers. The ad is typ- 
ical of high feeling generated in the 
city's bitter price advertising war, said 
to have been started by passage of a 
Denver city sales tax on food. 


‘erates three outlets in suburban 
| Arvada. 


Guilty Feeling Now???” King op- 


Prepared by the Ted Levy 
agency, the King “guilty” copy 
reflected the ban on previous use 
of large space featuring “And You 
Pay No City Sales Tax at King’s.” 
The King copy on “guilt” main- 
tained the King chain is “guilty” 
of price cutting and that the price- 


|to the days long before the con- 
| tentious 
| adopted. 


|tuted by the dominant Safeway 
| chain. 


reduction program stemmed back 


Denver sales tax was 


Safeway Meets Cut Prices 


| Heat of the fight is demon- 
| strated by the new series insti- 


Safeway copy features: | 
“Safeway Meets Every Price in 
| Town,” and copy consistently car- 
ries a “shoppers box” containing | 
_the price cuts spotted by Safeway | 
| shoppers and posted the following | 
day in Safeway’s copy. Custom-| 
/ers who demonstrate a lower price 
lon any item from another inde-| 
| pendent or chain store in the Den- | 
| ver area may have that price met | 
the same day at any Safeway | 
store. 

Reflecting further on the tender | 
situation, the two Denver dailies | 
and the weekly Monitor have| 
opened additional space to food | 
advertisers. 


Food Linage Up 20-25% 


In the News alone, Media Rec- 
ords figures show December food 
linage for seven Denver chains 
at 39,104 lines and January at 
38,075 lines compared with 29,709 
lines in September, 38,701 lines in 
October and 31,362 lines in No- 


| e 
‘““Missus 


Lawyers Promote 


Their Services in 
South Bend Drive 


SoutH BEND, Inp. — Attorneys 
here have decided to merchandise 
their services, and are now run- 
ning a series of weekly 400-line 
ads in the South Bend Tribune. 

The copy, all of which runs 
over the signature of the St. Jo- 
seph County Bar Association, em- 
phasizes the idea: “See your 
lawyer first ... and relax!” 

Using case histories, without 
the names, the weekly copy cites 
examples of how an attorney’s ad- 
vice before taking action can save 
time, worry and money. 


G-E Uses Video 
to Promote Tele Sets 


The electronics department of 
the General Electric Company 
will sponsor a 10-minute news- 
reel over the NBC network start- 
ing March 5. G-E television sets 
will be advertised on the com- 
mercial time for the show, which 
will be aired Fridays at 9 p.m., 
EST. 

The contract for the newsreel, 
to be produced by NBC and car- 
ried over five eastern stations, 
was signed through Maxon, Inc., 
New York. 


Want a Calendar? 
78,544 Say Yes 


Ward Baking Company is| 


mighty impressed with the re- 
sults of its radio calendar offer. 

Several weeks ago John Reed 
King, emcee on 
Goes A-Shopping” on 
WCBS, New York, offered listeners 
a calendar, free for the asking. 
To date his sponsor has had re- 
quests for some 78,544. 


the company’s | 
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See your lawyer FIRST 
..- AND RELAX! 


i Usa lot easier ...and less 
expensive ...to see your 
lawyer BEFORE you get in- 
te “trouble” than it is alter- 
wards...t 


Don't be like Mr. WC... 


Mr, Na was in trouble . wo needed «house He found an old 


See your lawyer FIMST ... and RELAN: 


St. Joseph County Bar Association 


LAWYERS’ AD—South Bend lawyers 

decided to use a little showmanship in 

promoting their services and came up 

with a weekly newspaper advertising 

drive, first copy of which appears 
above. 


GM Goes to Bloomington 

General Mills, Minneapolis, has 
resumed production of its Pres- 
sureQuick saucepans in a plant in 
‘Bloomington, Ill. Fire destroyed 
the company’s PressureQuick plant 
in Minneapolis Jan. 15. Advertis- 
ing schedules on the product have 
been canceled until early summer, 
due to production delays. 


Motorola Cuts Price 


Motorola, Inc., Chicago, has an- 
nounced a price reduction of $50 
on its 152-162 mec. band Triple 
Skirt Colinear coaxial antenna, 
effective March 1. The new price 
will be $150. 


GREAT INDUSTRIES w tue 


Growing GREENSBORO MARKET 


Luther H. Hodges 
General Manager 


FIELDCREST .. . known across 


the nation for fine textiles, has 


spent a million dollars annually 
for the past 4 years to modern- 
ize equipment. This division of 
Marshall Field & Co. with an 
onnual payroll of $13,500,000 
operating one of the South's 
largest research laboratories 
with headquarters and 4 units 
in Spray, N. C., is an integral 
part of the Growing Greens- 
boro Marke#. 


Today ...as for the past 62 years...sports enthusiasts every- 
where eagerly await their weekly copy of The Sporting Neu's 
for the “Inside of Baseball” available in no other publication. 
And do they read it! They spend a week over a single issue, then 


file it for future reference. 


No other medium gives your advertising this devoted reader- 
ship ... this long life... this responsive group. The 118,000 sub- 
scribers of The Sporting News have a combined income of 
$371,000,000 to spend for your products. Sell them in their 
favorite sports publication, The Sporting News. 


- Spo 
‘Spor 


want Results? 
PUT YOUR ADVERTISING IN 


| vember. 

Sam Howard, advertising direc- 
| tor of the Post, reported the Post 
'declined from the outset to accept 
_the “no sales tax” angle copy by 
suburban chains. H. W. Hailey, 
business manager of the Scripps- 
Howard News told ADVERTISING 
AcE that the 20-25% linage in- 
crease in food advertising in the 
|last four months was, in his opin- | 
ion, due at least in part to “the | 
increased activity in the food 
/price war in Denver. Almost 
every grocery organization in| 
town is pointing its finger at the | 
|other fellow, or claiming credit 
|for price cutting for itself.” 


Publisher Names Peskin; 
Adds Section to ‘Flow’ 


HERE is a market matched by 
only one other in the Carolinas. 
Sales are made easier and faster 
in the rapidly expanding and 
Growing Greensboro Market .. . 
a 12 County area accounting for 
one-fifth® of the State's Total 
Retail Sales, and reached only 
through the News and Record with 


— 


ting N CWS - 


Che 


Jerome R. Peskin, general man- 
ager of Die Castings, published by 
| Industrial Publishing Company, 
| Cleveland, also has been named 


|general manager of Applied Hy-| 


| draulics, which made its first ap- 
| pearance this month. 


| 
| Effective with the March issue, 


| Flow, also published by Industrial 
Publishing Company, will carry 
a regular monthly section on 


CC. SPINK & SON « 2018 WASHINGTON AVE. e ST. LOUIS 3, MO. | Packaging mechanics. 


64°/, coverage. 
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greensboro News and Record | 


Advertising 
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LNA Shows P&G's 
$3,555,000 Tops 
in 47 Magazines 


(Continued from Page 1) 
ferent publications are covered. In 
general, however, both base their 
advertiser expenditures on about 
the same number of publications, 
including all the major magazines 
and newspaper supplements. 

Among the leading advertisers, 
gains ranged up to a $3,800,000 
increase by C-P-P. P&G increased 
its Magazine expenditure by 
about $3,500,000 and General 
Motors by about $2,000,000. 

Swift & Co., which spent about 
$3,159,000 in magazines in 1946, 
spent $6,505,114 in the medium 
last year, to rank fourth. General 
Electric Company ranked fifth, 
with $5,904,260, up about $2,000,- 
000 from 1946. In sixth place was 
General Foods Corporation with 
$5,487,634, up more than $2,800,- 
000 in the year. 


Other Large Gains 


Lever Brothers Company gained 
about $2,000,000 to take seventh 
place with $5,481,958; Distillers 
Corporation-Seagram Ltd., third 
in 1946 with $4,367,000, took 
eighth place in 1947 with $5,042,- 
484. 

Among the magazines, the big- 
gest dollar gains were Life’s 
nearly $30,000,000 spurt and the 
SEP’s $12,000,000. The LHJ, gain- 
ing $6,000,000, moved into third 
place with $25,615,006, while Time 
gained $4,000,000 and moved into 
fourth place with $23,142,595. 
These two went ahead of Collier’s, 
which gained only $340,000 and 
grossed $22,617,873. 

The American Weekly, sixth 
again in 1947 with $15,452,575 
billings (up $2,400,000), had closer 
competition from This Week 
Magazine, which moved from 
ninth to seventh place as a $5,- 
000,000 gain put its gross at $14,- 
680,173. 

Among leading magazines which 
suffered losses last year were (in 
order of billings) Cosmopolitan, 
Esquire, American Magazine, Har- 
per’s Bazaar and Charm. 


Joins ‘American Home’ 
John T. Tuttle, formerly with 
the shopping section of House & 
Garden, New York, has joined 
American Home, New York, as 
manager of the magazine’s new 
“The American Home Market 
Place” shopping section, which 
will appear for the first time in 
the May issue. 
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- . e Advertisers 1947 
Leading Magazine Advertisers stenting Drug, Ine.........ccc cc cecece cee 2,815,046 
Compiled by Leading National Advertisers for 1947 I ls Pass a Sw deo ceed cece edits 2,196,150 
and Publishers’ Information Bureau for 1946 OS eee eee 2,116,820 
Advertisers 1947 1946 RS TR cin gd wes 6 + ae 5 Wd y 08 Ole 2,110,972 
Paras Se ls 6 kay ic cee kee Sctn ss $8,555,897 $5,071,802 | United States of America*.................. 2,010,213 
ee PE Ns gg gis kt 4k 0 60% de SiS ooh 7,386,761 Ry BO ERS Pe ae ei re 1,961,010 
Colgate-Palmolive-Peet Co. ................ 7,082,969 pA RR 9 err a 1,953,750 
EE a ioe ona 8k a Wd aisha 68s AERTS 6,505,114 3,159,078 | Radio-Keith-Orpheum Corp. ............... 1,951,583 
ee ss oe nse cep ca ee 5,904,260 3,930,637 | Continental Distilling Corp.................. 1,937,533 
nn GE no ino. 0 a bie Walareve edo cd wae 5,487,634 Se ee | CN GORD. OF FARRER. on cc ks Sec cctesewetas 1,937,337 
NG NE a ee me ee 5,481,958 S276. 150 | StOMSly-Van COI, BNC... 66. is ces ceseee 1,863,251 
Distillers Corp—Seagrams Ltd........:..... 5,042,484 4,367,150 | International Cellucotton Products Corp...... 1,847,316 
A a ee eee 4,206,916 RE ee er er rere ee ere 1,845,007 
GR. oo. 5d. aa bade wt puh.o 300004 &% 3,912,766 eee F MOO CONE OG ia oS is ose Fite c seis tee ve wees 1,807,060 
SE OR id us Cvs kaeeas Hb tee 0s 0 a6 3,677,661 1,718,990 | Corn Products Refining Co.................. 1,691,242 
Walker, H., Gooderham & Worts Ltd......... 3,668,510 SE a, Sa Oe, ME I a5 aids dpa dias eince'dan's owe 1,673,233 
National Distillers Products Corp............ 3,595,779 3,015,714 | DuPont, E. I., de Nemours & Co., Inc......... 1,634,539 
eae Temeeeeee COPD... oc ec ccc ccecccceee 3,237,956 ee TR a oS er er ee 1,630,256 
NE I Og gala wa aa bit a's oh we wore ¥.6 3,219,557 1,455,409 | Standard Brands, Inc................sse000. 1,588,910 
Es cing dis sae kd 4 i48.09 <6 0 Fd 3,216,247 3,479,087 | Seven-Up Bottling Co..................444. 1,551,910 
American Telephone & Telegraph........... 3,143,067 1,861,807 | Westinghouse Electric Corp................. 1,544,859 © 
National Dairy Products Corp............... 2,859,759 See Pe | IR, BNNs 6 Sa 6 55.908 oo ev ee oce ec clemines.es 1,544,671 
SRI. sc eRe riers beds dewedeeaees 2,835,650 Fe eG ie errr re 1,454,464 
Goodyear Tire & Rubber Coy... . 6.6 cccwcccs 2,720,564 SE | MES PERO COM oo cee view dee se wes ven ves 1,446,299 
EM Sel kas na kok id o9 58 e060 6 t dee eis 2,601,307 2 Wa, GEL Ob Woe vise se'ee oo 0s eee ee newer 1,431,894 
Liggett & Myers Tobacco Co..............2%. 2,538,494 1,794,090 | Aluminum Co. of America.................. 1,427,448 
RED I fe odode dn wadeavessvacdwe 2,513,063 ee | ae * en ere rrr ee 1,419,525 
SO, - Eaigc ng icdavesdvacsesande 2,322,026 EE I I, = ow 1s cee dead cased eee eWeek 1,419,080 
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1946 
1,983,563 
1,332,456 

784,143 
1,412,651 

840,022 
1,343,523 
1,050,170 
2,653,096 
1,115,288 
1,346,210 

931,522 
1,719,040 
1,434,148 

534,406 
1,271,583 

822,372 
1,190,810 
1,475,428 
1,681,711 

908,850 

341,750 
1,441,943 
1,240,613 


1,471,271 . 


739,626 
957,596 
411,848 
582,522 


thing Beats a Drumme 


sc 


or Making Sales 


There is no music and a heap of headaches in a drum for 
Junior. But even a drum is less bothersome than the noise Junior 


makes when he wants something . . . and his wants are many. 


There's a cupboard full of breakfast food that makes mus- 

cles like a champ and his room is full of cardboard airplanes cut 
from cartons. A family with growing children, not only has 
necessary purchases increased but persuasive and insistent 


little salesmen keep pointing out additional requirements. 


Families are always buying. They are a constant market 
for all goods and young families in the process of accumula- 
tion buy more of everything. 


In Chicago, the Herald-American is the preferred news- 
paper of young, active, on-the-way-up families. It is their kind 
of a newspaper. It publishes more of their favorite features, 


gives them greater news coverage quickly and concisely. 


In Chicago, you sell more by advertising in the 
Herald-American because it goes into the home, reaches and 
sells the whole family. 


You can profitably influence the purchases of over 
500,000 families each evening and more than a million on 
Sunday by placing your advertising in the 


Nationally Represented by HEARST ADVERTISING SERVIC 
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Advertisers 1947 

I OO sawed aw biucd wes sb 1,418,919 
Union Carbide & Carbon Corp............... 1,401,927 
Guess, Pespody & Co., Inc... ...... 05. cece. 1,368,365 
ey Ce OO A nc cos hc ee henwne 1,356,570 
Glenmore Distilleries Co., Inc........:...... 1,347,857 
TN i hE ia as cag ck sil 6a din we ewe 1,342,267 
Biorrs, Philip, & Co., Ltd., Inc............... 1,339,934 
ND ES a: a a 1,336,434 
TE aes nono vo awe © 4 eB 1,331,183 
ianm & Pink Products Corp...............5. 1,272,322 
meee Weesumen Cee CO., ENC... . 2. ccd csoe cee 1,269,621 
UE SIE MEI, 5 5 sc op eds ae ewes eesens 1,250,736 
ER EY Mg. ig nas 0 ales eam a dele a ons 1,212,888 
I RM, wc cescceeeeseee sian 1,212,194 
measonems, Bearvesver Co... . 2.5.6. .0eceees 1,171,118 
it ar se a 1,165,791 
Oe ee ee 1,131,222 
California Fruit Growers Exchange.......... 1,130,878 
SE oe ere ae 1,127,215 
Sad, se 5 wide <0 6.0p bes wala ered 1,113,022 
EE Ee er oe eee eee 1,101,339 
I OE a ener e ere 1,078,855 
EE Oe ee a eT ee 1,074,833 
Firestone Tire & Rubber Co.................. 1,068,803 
American Home Products Corp.............. 1,060,287 
I I ds Saw de eas ccsveceeses 1,053,420 
Cunmmmeon Boerk Plug Co........:...cceccaes 1,052,801 
EE Re 1,048,232 
AEE a Soy case dad a sbi ee 4a8 eS 1,040,146 
EE EE EE Oe 997,964 
Metropolitan Life Insurance Co............. 985,372 
NE ee 978,394 
Ss  ordg su oe beaters s vada ears 957,099 
ES 2S Sk ela Se yg diialvixan is dew sie@inie 956,557 
memeewpeeeemeInis CO... kia vccsesvsdccees 948,555 
American Radiator & Standard Sanitary Corp. 947,850 
MED ik coa'y bes Sa Spied du Sue OW ES SG 945,926 
Ee oe ee ee rr ee 943,960 
Mestie’s Milk Products, Inc.................. 935,330 
Bemmeee, soeenn, Brewing Co,..........8ce00% 931,921 
NS et a ce gla wah ah RAE Oo 916,431 
ER RS °° Er renee 913,869 
Peramount Pictures, Inc... .......-c.cccees 908,877 
ee ee ce 905,595 
waossae. Cimtus Commission. =... 6. isc cess: 905,459 
eran (COU, “OE AINOPIOR. ows cis oe wenes 894,785 
TS SO at ns Gralak. a 5 eas Sb G0 2,9 3 pcb Capen 894,757 
Mg ooo, bk 9 ba aes 4-4 as oe) LEE 891,293 
nee ee Gee Oe kw dO bed wees 883,555 
Brown-Forman Distillers Corp......... s.... 883,543 
Bendix Home Appliances, Inc............... 843,673 
Can Manufacturers Institute................ 839,350 
Ro a ae ae 836,140 
ee acd a wk wn acnle eo aM 4 816,838 
OME MSI ok asc ccesce ew egusiete 812,912 
ss tn Pca Sa aid “Sc als: d 8 ee 6.436870 ie 811,665 
cee eR UN sg ep aaei’ cae ose 801,681 
i MOM. og esnis bscs ee Ghai Cases 800,251 
American. Meat Institute.................... 784,450 
ns SUES CR, EPL a ic ko siesee ses 783,769 
ay , pere@wers Woundation.................. 774,415 
EE” re ee 772,799 
Staley, A. E., Manufacturing Co............. 768,516 
TE Fare SE es os eae aa «Ron ade ea 765,948 
Union Pacific Railroad Co................... 741,967 
gE ag Ea a Se SS we 735,575 
I I IS Shag ah. fe o'e.ocee dus te ow dcess 719,295 
i ae ee ae ae Bae 717,442 
A ee ee 711,939 
oo eig OE inc date dN 4 aS ae SG OS 711,364 
Willys-Overland Motors, Inc................. 683,000 
ON, So ys sca paw sis 6.6 peed baaaevas 678,653 
EE ee 676,859 
Bene SEUONNNROEE OG... 6 ica eanseeaasas 674,688 
RE or ree 670,776 
Pa SR Pa Pee ee ee ee 664,625 
ae OS a ere ee 664,158 
Ass’n of American Railroads............:... 660,067 
a ay 53a wih aig aie ds, edo 659,814 
Os SON 6 nd 3b 56 w bo SA we 658,101 
Pan American Airways Corp................ 657,932 
Minnesota Valley Canning Co............... 647,716 
ic cnc sees dere ed ein 643,516 
Gimneer Bianutecturing Co..........ccecscee. 639,500 
OE ee 634,122 
Caneca Dey Ginger Ale, Inc................. 630,703 
Columbia Broadcasting System.............. 627,976 
I FO go Se a cig g 6 wus sda hee amar 626,769 
CL ara Rk 6 ¥ 5a ea vw dae 08d REM 626,092 
See «BOOMOUNER, BONG S soc 6 5s seas td dew ox 618,571 
ees ee CRIME GOO... i kw ccc ese erecd 616,165 
Book-of-the-Month Club, Inc............. 613,431 
pmermeetreee Corp., ING... 2.6 ec ceca. 612,237 
Remington Rand, Inc.......... 609,177 
er Se ek ae aa veh ek ea pba meee 600,292 
Chesebrough Manufacturing Co..... 599,636 
. 8 2+ ae Oe Pe re eee ree ee 597,165 
Os. Dhies SOME COGs. ok wc sweden 594,218 
es os hind a hacen as ake wes 593,482 
i Ee 8 reer rer 591,458 
Timken Roller Bearing Co......... 585,180 
DeBeers Consolidated Mines, Ltd........ 580,424 
mane Sovmmeiie €50..... 6. ccc cc sewense 579,296 
General Time Instruments Corp............. 576,507 
Prudential Insurance Co. of America........ 574,905 
ED I OO sos ce eee sabe ew eee en 574,249 
a, exec a N.0-b. deb aed sO 570,560 
Sunbeam Corp. Peer ere es ea 562,060 
170 Electric Light and Power Cos.* 560,118 
Tampax, Inc 556,984 


1,179,893 | 


1,035,612 
875,980 
771,755 

1,057,325 

1,389,747 
830,703 
930,625 
633,633 
669,475 

1,083,935 
503,403 
871,248 
549,597 
398,940 
885,464 

91,848 
446,812 
863,815 

1,894,864 
890,758 
765,087 

1,171,115 
841,807 
769,990 
883,607 
722,612 
496,891 

1,093,107 

1,015,493 
408,480 


915,265 | 


721,249 | 
588,596 | 
674,647 | 


494,876 
740,592 
1,022,079 
928,562 


797,965 | 


322,496 
1,230,328 
776,927 
564,965 
719,687 


132,435 | 


901,075 


1,052,676 | 
1,066,256 | 


484,310 
617,103 
786,663 
383,520 
806,915 
292,160 

84,426 
746,084 
269,750 


345,488 | 


669,547 
556,503 
594,030 
445,372 
549,937 
714,581 


845,005 | 


571,315 
517,288 
607,250 
747,229 
240,039 


480,753 | 


541,554 
351,643 


258,788 | 


520,619 
572,731 
351,827 
619,611 
327,570 
771,132 
554,562 
371,417 

47,500 
322,196 
591,815 
728,332 
551,855 
427,114 
448,908 


348,113 | 
522,213 | 
519,179 | 


877,205 


328,985 


326,185 
573,693 


729,203 | 


329,872 
417,425 
319,791 
707,170 
316,892 
410,675 
449,576 
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All LNA figures are based on the one-time rate. Publications marked with an asterisk (*) suppl: 
_ their figures to AA directly. 


1947 1946 
Magazine Pages Dollars Pages Dollar 
RE Ret i ee Reed aaa y's vi o's bb 45044008 6 FER 3876.95 $75,773,770 3535.36 $55,994 6:53 
memmrany Evening Fost. .... 2.5. c ccc sccces 4448.11 59,622,440 4025.39 47,631,689 
SE. BOURNE <GOMIPIRDL 6 is 5 6 ve cccacecsavecas 1715.01 25,615,006 1500.88 19,635,946 
eR ced RM a ns a BS yw pales aseave ee 3664.02 23,142,595 3664.31 18,410,602 
LS SER as Oa av nt ns bs eb wees bncdd ee 2542.88 22,617,873 2523.15 22,276,229 
EE as oes us sk oda se see ve sacden 842.66 15,452,575 802.58 13,075,447 
er 738.32 14,680,173 . 609.53 9,615,226 
Better Homes & Gardens................... 1425.67 14,448,042 973.66 8,389,972 
RO er 1768.38 14,246,915 1633.94 12,206,045 
ER a i Dtedeh teh 25 60's 454-0 5 tne Ot edo Bada 1087.52 11,303,271 1027.63 10,230,962 
Woman’s Home Companion................ 880.27 9,471,081 887.60 9,083,763 
I 9 oie g WS NEG Ate ke dacs ec asaed 2793.01 9,392,749 3125.49 8,812,254 
A. £8 ti ie: bwcs 64 SEN bs & Nn 4048-8 obae 1048.85 8,275,673 917.48 6,361,893 
I iors lai ob afer Free Sh a as iti oa 2990.70 8,127,322 3097.44 7,843,987 
I a en ee ae 818.78 6,447,470 716.47 5,385,294 
EE EE PEE ok cea sci vwet ede beweseny 3210.50 5,967,000 3158.50 5,580,000 
I WUE Sie gs gale 45 6 6 Wea eve arn 4 NCR 929.30 5,931,868 1032.69 6,052,603 
SSS a ed ere re 2455.71 5,905,767 2191.16 4,955,101 
I re Sg Ne ae hss at 3405.52 5,770,311 3597.93 4,894,508 
I eater Wat dao Asin 6. 6.4 4 6% OR OR «Rae 1367.09 5,756,293 1487.98 6,066,680 
Puck—the Comic Weekly*................. 196.80 5,548,180 172.50 4,284,000 
MNES: DUOEOMEND. 6c nas on civcdasdsaneds 737.24 5,129,656 863.41 5,797,957 
Rican wie ¥ aikie We 68 GOD a SN WO ee 829.55 4,906,250 832.24 4,743,69) 
I 5. 55.5.4. 0-664 6414-1 ek OD 1940.22 4,796,893 2310.40 5,906,129 
Fortune mE aaa vidce da ig Wa wee eRe vO 1504.53 4,652,187 1852.64 4,630,897 
ee Ee .  lalw sek ded soda ey aan 1051.29 4,250,616 980.99 3,257,753 
I ihe 2.52 84 5 os ob 2 WO swe ad wea 609.80 4,192,524 510.40 3,290,970 
oF ee ar re 1527.86 3,844,195 1908.71 3,471,229 
ere ee ee ee eee 1503.27 3,827,257 1040.50 2,478,038 
ET tee es OS oy ek oa ow ae a toa 1423.74 3,824,489 1617.49 3,491,697 
ph ae ee 1945.10 2,437,239 1739.00 1,827,186 
SEUNIR od oi ae vo Te BANG SK counties of 1561.97 2,407,820 1807.70 2,542,640 
Ween - Ge EN. Stee oes KPa vice eevekwss 1230.05 2,396,043 857.54 1,744,092 
True Confessions (Fawcett)................ 603.39 2,338,521 709.22 2,911,615 
ES © cae a es 5 o wie 40 Rk ble aes tb oa 576.60 2,279,578 1078.14 3,576,159 
yo, ESE So OO Ee een Ca eee eee 257.24 2,277,552 265.29 1,762,705 
EE Pe 6 oe Ieee 488.27 2,275,029 589.77 2,472,779 
LE RG Se era i 2 ts 6 was D0 0d aKa OS 1499.84 2,165,247 2070.35 2,435,123 
I, MEIER isa sk dibs ceeaeeeuawas 461.65 2,153,108 439.42 1,863,394 
Photoplay (Macfadden) .................. 686.19 2,017,542 795.65 1,828,122 
IE tes oe oly Shes ky Shards wis ce Seated 335.20 1,944,424 243.70 1,433,245 
Popular Science Monthly*..............<00. 1645.50 1,759,901 1599.50 1,530,164 
OM oR kas sc a a hixdoeyales oS a 874.91 1,726,283 795.43 1,154,109 
i Se GI, Deed ey eee cary WERE Ag mn, 18 676.67 1,702,890 511.83 826,332 
aE 5 5. Ur DN ars gars. ih awed & aibere Cee 573.27 1,619,187 605.49 1,119,464 
ne NE ss, 5 5 ace 560k Sem dd hie RD 957.00 1,551,491 982.00 1,301,411 
Mme. TRCPOOM «CIOGTL) <u. oes icc ecce cu ww's eos 560.24 1,499,057 650.04 1,616,448 
ee eS ee ee eee 495.64 1,441,475 660.51 1,655,587 
SE MP ie ess d cn teed kk db lee ke 1588.25 1,429,076 1646.25 1,211,590 
SE: EON © oo 5 hia 68 ons ie es els 225.71 1,313,076 309.53 _ 1,113,268 
Modern Romances (Dell).................. 468.56 1,021,894 567.69 1,199,642 
I gO calgt: 4 6a $002 oF os 0% CENTS 365.00 908,333 385.67 674,333 
True Romances (Macfadden)............... 479.44 895,408 547.77 1,023,470 
ae a ae ee or ee 750.65 846,037 1475.08 1,345,882 
Motion Picture (Fawcett) ..........cccecece 553.83 795,238 749.85 1,032,768 
Retiomal Comics Group*. ..... 2... ccc ceees 172.00 661,980 146.00 593,220 
Or ee 299.09 533,475 331.10 412,312 
Movie Story (Fawcett).................... 540.74 646,932 703.65 829,652 
menoimeec BEAGAZING*® . ow. icc cca cenee 276.00 510,376 245.00 399,913 
MT COL Peds Fi cand avy dbalae Rome O 236.97 499,315 194.74 405,716 
Cg a rr ener rs 230.16 482,327 209.55 307,140 
Screen Romances (Dell)................0.- 475.87 448,552 577.64 490,219 
I ee a ate oie wo aaig Ge Ce aT 247.90 446,400 214.70 387,000 
ie erred s erhse eG Gh iet alk aks aed ak be wea 286.42 443,363 264.01 348,029 
True Experiences (Macfadden)............. 450.67 426,568 527.78 496,473 
1 SIR eee ary er ee re ae ae 434.60 423,205 396.40 349,435 
Radio Mirror (Macfadden)................ 428.03 414,598 483.89 239,560 
ee ee 314.00 385,800 326.00 391,200 
Se. I ns Ba otc awe de aes eae 185.20 319,208 239.80 416,249 
Personal Romances (Ideal)................ 321.47 284,154 362.68 260,462 
True Love & Romance (Macfadden)........ 441.11 262,571 512.37 254,452 
ho Eg (oa ape ae oe a 262.70 248,638 238.40 190,678 
MORUMING «CEUMEEE) 4. ccc ces titesscsde 305.90 245,146 429.10 324,956 
Meer WCE «CRUUUIOOT). gcc ic cee view vedsas 303.20 242,895 429.10 324.956 
ee | 160.70 223,022 159.20 167,676 
I et ls oa fais eho RENAE KOR SO 341.00 221,393 459.00 249,338 
EE UNE ice. 5 a. ws aidiwed @ 4 6 0.5 BO re 100.00 170,000 98.00 166,666 
oo mh. Bt) ee aera Pek 323.20 168,596 ~ 414.80 109,228 
UIE © OOM 6.6 bs ished 6 bs vente edekons 285.00 120,772 322.00 123,171 
RINE es 2 sip uaO Pan toss die bs ox Fo esleds 49.90 29,241 78.60 41,898 
Gre Rcasige snag cataee i \FC&B Elects Delano 
y RRR re a ee re ee , , 7,2 
Literary Guild of America, Inc.*............ 546,395 OT0.966 | cee Gaus 6 eta Do far 
" g, New Yo! 
po LR Bt PTT TEL EET LEE ee 542,812 434,628|35 an account executive s * 
ee re 536,370 256,015 | months ago, has been elect: 
Electric Household Utilities Corp............ 535,470 289,155 | vice-president and a member |! 
Renfield Importers® ..........0..cccccece- 535,179 357,607 | the agency’s plans board. Befo © 
Smith, Alexander, & Sons Carpet Co......... 532,443 311,393 | joining Foote, Cone & Beldi! 
International Nickel Co. of Canada, Ltd...... 526,845 333,130 | Mr. Delano was an account exec 
Brown Shoe Co., Inc.............0..0.s0e0: 525,292 396,626 | tive at Young & a Ne\ 
Revlon Products Corp...................6.s. 519.909 ae 
Pe, WD “SOT, ovens sod ed Cece aadaces 519,295 395,487 | 
TN Lots hocks 4a aegeekl plbarers ts 512,601 549,185 | F 
 £ Sg EP pein este 509,865 442,765| Alfred Succeeds Julius 
ee eee Pee ee eG eee 509,778 208,852! Alfred Liebmann has been a2! 
ee eee rr ree rere eee 506,910 367,208 | pointed to succeed his broth« 
bo MR re 506,598 682,999 | Julius Liebman, as president 
Elgin National Watch Co.................... 504,822 409,968 | Liebmann Breweries, Brookl) 
Proctor & Schwartz, Inc..................... 500,672 171,316 | Julius Liebman has been nam: 
Wa SAE 500.635 423,394 chairman of the board. Both mé¢ 


Hawaiian Pineapple Co., Inc 


*Reported under other names by PIB for 1946. 


|are grandsons of Samuel Lie! 
/'mann, who founded the compa! 
jin 1837. 
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There’s a Reason...in fact 37 of them, proving that 


Leaders dont guess-Vh CY Know 


what they’re buying when they buy BSN 


‘ There Is More Reader-Value For Your Advertising Dollar in BUILDING SUPPLY NEWS 
:: 1, First publication edited 100% for the dealer. No divided 21. Originated National Home Appliance Week for Lumber 
i, reader interest. Serves and champions lumber and build- and Building Material Dealers (first time in 1948). 
(e ing material dealers exclusively. 
“4 2, Original advocate of “100% dealer distribution.” 22. Originated the idea that the lumber and material dealer 
“ ih ; ; ; offer construction service. Thousands of dealers now are 
i 3. paves npr talent; ees ge in er ping with in the contracting, remodeling and repair business. 
= a combined experience, on one, of over ; years. 25 Pesend: the i in stenet building sateciels 
2 4, Covers the top half of the lumber and material dealer r gtore”?, 
i — 24, First to publish a Dealers’ Directory Issue of building 
: 5. Cover-to-cover readers. materials and equipment. Now in its 11th year. 
ol 6, 4.7 readers per subscriber. 25. Originated the dealers’ and wholesalers’ “Round Tables,” 
e 7. No forced circulation. Its circulation is the natural growth editorial advisory boards of top dealer and wholesaler 
of 30 years of service that builds intensive readers. readers. 
. ‘ sat ff 26, First, and only, paper to publish a section devoted to the 
8. ye sg ae Sees OE A a ee interests of the jobbers, wholesalers and distributors of 
; this industry. 
9. No free group distribution. Every dealer pays for his 27. ee nies wii ag ee eg 
own copy. wholesalers in the study “How to Sell the Building In- 
10, Circulation obtained by exclusive representatives. dustry Through the Wholesaler-Distributor”. 
11, Uniform subscription rates—same price to all; no special 28, Pioneered in many great national campaigns—Rebuild 
quantity deals or discounts, America for Beauty; The Only Real Security—a Home 
x of Your Own; Debunking the Miracle Home, and many 
12, Uniform advertising rates—same rates to all. paleo 
13. i advertising volume from building material manu- 29. First dealer paper to publish a monthly “news letter” in 
acturers, its editorial pages. 
14, First lumber and material dealer publication to join ABC. 30, First dealer paper to publish a signed publisher’s edi- 
i 15. Aggressive “How-To-Sell-More” editorial policy makes torial. 
; money for dealers, sells more products for advertisers. 31, Carries the only extensive equipment department to help 
16, Originated the idea that lumber dealers become building dealers with material handling problems. 
* material dealers and handle all building materials. (Now 32, “Ask Al” department is an institution for news of new 
universally accepted.) products, for advice and counsel. Dealers rely on it. 
; 17, Originated the idea that lumber and material dealers 33, Co-sponsor, with Practical Builder, of the famous Red 
4 * handle “Traffic Builder” items. (Now universally ac- Letter of the Building Market. 


cepted.) 


18, BSN’s book “How to Display and Merchandise Traffic 
Builders” is the dealer’s Bible on this subject. 


19, Pioneered and aggressively pushed rural markets for 
dealers. 


20, Originated the idea 13 years ago that lumber and material 
dealers handle home appliances. Thirty-five hundred 


dealers now sell appliances. 


34, Only dealer publication universally quoted—only dealer 
publication with a full-time public relations staff. 

35, Always leading its industry. As one reader said, “Tells us 
where we are going, not where we have been”. 

36, Recognized as counsel by both dealers and manufacturers. 


37, Part of the only organization which publishes entirely to 
the building industry, with papers covering manufactur- 
ing, distribution and construction. 


“Imitation is the sincerest form of flattery’.— but BSN has never been successfully imitated. 


THE LUMBER DEALERS’ BIBLE 


These facts are the strength of your advertising in BUILDING SUPPLY 
NEWS. You're one of the men who buys value. You study the markets, 


Sa Sgt ee oe 


that’s what 


A thought for 48... 
A full year's schedule in BSN 
(12 pages) costs...... $3,000 


A full year's schedule in the next 
paper (26 pages) costs $5,460 


the people who can best use and distribute your products. You read 
figures and facts and base your choice of advertising media on the 
book that looks best from every angle. You are a successful merchandiser 
because of this careful calculation. You know how to dig below surface 
noise to the actual performance a publication can give. And, here, in 
the way you like to see it — point by point — is the BUILDING SUPPLY 
NEWS story of supremacy. 


our advertisers say 


ake Great Publications E 


BUILDING SUPPLY NEWS ss south WABASH AVE., CHICAGO 3 


THE BUILDING PUBLICATION BEHIND THE O¢g Ydeas! 
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Judson: “Oh, no sir, we also have a two-page schedule in 
one of the big weeklies. But the ducks alone will cover 
quite a lot of territory, don’t you think? After all, I have a 
budget to think of!” 


Chairman: “Well, budget or no budget, we have to build 
a steady flow of business for our dealers. It isn’t as though 
we only had to trick dealers into stocking up. The goods 
can’t jump off the shelves into the arms of a dealer's 
customers. Our product has to be moved, and the only 
thing I’ve ever seen move it is advertising that appears 
continuously. What is it our agency calls it—“cumulative 
effect”’—that’s what makes it pay! 


“If we can’t afford to buy 4 or 5 million circulation regu- 
larly, why don’t we tell our story to 1,800,000 families in 


Hi : \\ ‘And when they fly North again 
Wi) that’s our Spring campaign, ch, Judson?” 


REDBOOK. Most of them are under 35—=still forming 
buying habits. And their income, after taxes, amounts to six 
billion dollars—so they've got money. Why, they spend a 
billion dollars for food alone! 

“And we could be in every other issue of REDBOOK in 
full pages for $22,050. That’s a lot better than some trick 
merchandising gag. Let's buy REDBOOK!” 


J 


~~ 


REDBOOK. 


444 Madison Avenue, New York 22, N. Y. 
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PHOTOGRAPHIC 


IEW 


BILL THOMSON HONORED—The New York chapter of American Association 

of Newspaper Representatives paid its respects to William A. Thomson, who is 

retiring soon after 35 years as director of the Bureau of Advertising, ANPA. 

Left to right are George Allen, J. P. McKinney & Son, secretary of the chapter; 

Mr. Thomson; Lee Ward, Ward-Griffith Co., president, and Steve Mahoney, 
Burke, Kuipers & Mahoney, vice-president of the chapter. 


AT BOSTON VIDEO MEETING—At an initial clinic of Yankee Network in Bos- 

ton were (left to right) Jose Di Donato, television director, Edward Petry & Co.; 

Linus Travers, executive vice-president of Yankee; J. R. Poppele, vice-president 

of WOR and of Television Broadcasters Assn., and T. F. O'Neil, Yankee Network 
vice-president. 


GETS FLORISTS’ AWARD—Granville Gude, past president of the Society of 

American Florists, second from left, presents the flower advertising award for 

effective use of flowers in Cannon Mills advertising to Marcella Schmidt, copy 

director of N. W. Ayer & Son, Philadelphia, Cannon agency. Paul Darrow, 
Ayer art director, and Dorothy Williams, art buyer, stand by. 


SOAST GUARD CREW—On hand when the Coast Guard's new program “This 

s Adventure” premiered recently over ABC were William Von Zehle, head of 

‘he agency handling the show; Rear Admiral Raymond T. McElligott, chief per- 

onnel officer of the Coast Guard; Pat O'Brien, guest on the first broadcast, and 
Narrator Edwin C. Hill. 


AWARD—Here Ralph Starr Butler, re- 
tiring vice-president of General Foods 
Corp., receives a bronze plaque of 
achievement from the Advertising Club 
of New York, presented by Andrew J. 
Haire, vice-president of the club and 
president of Haire Publications and the 
Associated Business Papers. 


INTRODUCTION — Dow Corning Co., 
Midland, Mich., is introducing Sight 
Savers, its new silicone treated tissues 


for polishing eye-glass lenses. The mid- 


western and eastern campaign (news- 

paper and transportation advertising) 

gets into full swing in March, with a 

western campaign to follow. Don Wag- 

netz Advertising Agency, Midland, 
handles the account. 


UNVEILING—George Hecht, publish- 

er of Parents’ Magazine and chairman 

of the National Committee for the 

Observance of Mother's Day, unveiled 

the 1948 poster at a meeting of the 

executive board. "America's First Lady" 
is the May 9 slogan. 


POOL PROTECTED 


REMINDER—Although Britain's clothes 
rationing is as stringent as ever, the In- 
ternational Wool Secretariat is keeping 
wool’s selling points in the forefront 
with a set of 14 showcards, window 
back-drops and streamers. The designs 
were created by Leslie Reece of the F. 
John Roe Advertising Agency, and 
painted by a group of artists. 


if gour hair looks like 


THIS 


-+-mwhen it should took like 


the Coametic for hair ... 
greasctexs...aet a hair oil 


WHAT st AVE ES... 


The amazing dieeovery heautictans recommend te make har 
wonderfully casey -to arrange and beep in place , Chind-soft .. . 
romantically lustrens .. . alive with dancing hightigdhit« 
controLatle even alter shampoe sale from sun's drying action! 
For the «hele tannly. men-folkx, too. Rinses ont in a twinkling. y 
WHAT SUAVE IS NOT. 
wort a greasy “slicker downer” . .. NOT a hair off, 
lacquer or pomade avr an upholstery 
“seenrer”’ wot a dirt collector . . . Nov smelly 

ar drving; no alcohol». ; set atieky , , 
‘sane pronaunce Tt “amahe™... others say 
“swore... either wav it means beautiful heir. 


AV VOPrH BRATTY SHOP, DRUG STONE, DEPARTMENT STORE 


SUAVE GOES CONSUMER—Helene Curtis Industries, Chicago, is using con- 

sumer magazines. starting in March, for its Suave cosmetic for the hair and 

Helene Curtis Creme shampoo. The products, heretofore beauty shop items, 
will be sold in department and drug stores. 


ART JUDGES—Elmer Lasher, Newell-Emmett Co.; James Sherman, McCann- 
Erickson; Dr. W. F. Agha, art consultant and chairman of the advisory board of 
the Art Directors Club; Bradbury Thompson, Mademoiselle, and Louren 
Ermoyan, Cosmopolitan, form one of the members’ panels judging material 
entered in 24 classes of the 27th annual national exhibition of advertising and 
editorial art. Awards will be made in New York on June |. 


DUFFY GETS SALES PITCH—Ben Duffy, third from left, president of Batten 

Barton, Durstine & Osborn, New York, and Manhattan chairman of Junior 

Achievement, gets a sales pitch from Max Singer, sales director of Facts Insti- 

tute, youth research company. The others (left to right) are Fred Manchee 

vice-president in charge of marketing, merchandising and research, BBDO; Dr. 

Darrell Lucas, BBDO marketing consultant, and (at right) Tom Arenas, president, 
Facts Institute. 
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Surrey Names Reimers 

Surrey Bags, New York, has ap- 
pointed Carl Reimers Company, 
New York, to handle its advertis- 
ing. 


NEW JERSEY'S FOURTH LARGEST MARKET 
Bayonne . 
CANNOT BE SOLD 


FROM THE OUTSIDE 
———a a, 


ramets) 


14% 


a OTHER 
PaPeRS COMBINED 


These pie charts graphically show you 
why Bayonne cannot be sold from the 
outside. THE BAYONNE TIMES 
delivers the most concentrated cover- 
age in New Jersey. It is a must for 
sustained campaigns and its close 
merchant—wholesaler—newspaper co- 
operative system makes it ideal for 
test campaigns . . . Send for a copy 
of THE BAYONNE TIMES Mar- 
ket Data Book. 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
45 Madison Ave. N.Y.17, N.Y. 220 N.La Salle St, Chicago 


THE BAYONNE Tames 
um 


Horsey Advertising May 
Exceed $1,300,000 in ‘48 


Orange-Crush, Citrus 
Products Are Slated 
for Hypoed Promotion 


New YorK—Last week Orange- 
Crush Company and Ruthrauff & 
Ryan were in the throes of dis- 
cussing copy themes, and match- 
ing media to budget. 

The media schedule will prob- 
ably include spot radio, newspa- 
pers and outdoor. The use of 
magazines and car cards is not 
definite, and the company will use 
a formidable amount of point-of- 
sale material. 

The best guess seemed to be that 
Orange - Crush Company, which 
two years ago used The Saturday 
Evening Post and last year used 
Life, will use neither this year, 
with the money being spent for 
more intensive promotion in the 
sales territories. 


Some territories—those in 


advertising. He may not 


within and by our own 


outlining his experience 


WRITE—DO 


R Blayne McCurry 


NORTH ( 


Jo a Copywriter... 


READY TO 


MAKE A CHANGE 


OMEWHERE there is a man, age 28 to 35, 
who will find at Abbott Laboratories the 
copywriting opportunity he has been seeking. 

He has been turning out good copy and ideas for 
three or more years, but his agency or company is 
too small or too narrow for him to grow, too big 
or too superficial to recognize his merit. He has 
a lively imagination. He thinks logically. He likes 
to dig for selling points —and has the ability to 
put them on paper in an interesting and persuasive 
way. If he does not have a medical or pharmaceutical 
background, he is experienced enough to recognize 
that product knowledge can be acquired and sales 


principles applied the same as in any other kind of 


now, but we'll pay him enough more to make the 
change worth while — and then keep him satisfied 
so long as he does the same for us. He’ll find room 


to use his full talents, for all of our work is done 


finds a place to live — and we don’t pretend that’s 
easy — he can enjoy suburban living near his work 
or commute from Chicago in an hour against, not 
with, the heavy traffic. He will not bother us with 


a casual telephone inquiry — he will write a letter 


ground, and enclose samples of his advertising work 
and other writing that indicate imagination. We 
hope he will write us tonight—for we'd like to have 


him start with us soon, and stay a long, long time. 
NOT 


Copy Director 


Abbott Laboratories 


HICatd, 


be earning a high salary 


organization. When he 


and educational back- 


PHONE 


Advertising and Public Relations 


PLEX OTs 


which the bottler’s business will 
warrant it—are likely to get spe- 
cial promotion, but the number 
of these markets has not been set- 
tled. 


Exact Amount Indefinite 


Numerous reports have set the 
money to be spent in 1948 adver- 
tising at $1,000,000, but the man 
who probably knows best, John 
William Horsey, Orange-Crush 
chairman, says the amount is “in- 
definite.” And his J. William 
Horsey Corporation line of Horsey 
drinks will have a $300,000 drive. 

Starting three years ago, when 
Horsey moved into the citrus 
business in Florida, and acceler- 
ated when Horsey was named 
chairman of the board of Orange- 
Crush Company, Chicago, com- 
petitors in the grocery and bever- 
age field began to watch with in- 
terést a strong entry into a highly 
competitive field. 

With Horsey when AA inter- 
viewed him was Russell W. Var- 
ney, generally called a merchan- 
dising counsel, but who in actual 
practice functions on long-range 
planning for the Horsey interests, 
and who lists as clients only Hor- 
sey companies. Varney actually 
works with the companies, fre- 
quently putting into practice some 
of Horsey’s strategy after Bill 
Horsey has moved on to another 
problem. 


Spots Will Increase 


This alter ego relationship has 
meant that Varney has _ turned 
down other prospective clients, 
and since he holds the title of “as- 
sistant to the president” in Horsey 
Corporation, the citrus end of the 
Horsey combine, his description 
as a merchandising consultant or 
counsel is probably misleading. 

Whatever Horsey’s plans for 
Orange-Crush are, they won’t suf- 
fer from over and premature ex- 
posure. 

Basically, he plans to keep 
Orange-Crush advertising on its 
present pattern, which is princi- 
pally cooperative, but there is a 
strong possibility that spot radio 
—which up to now has been used 
only in Chicago—may figure more 
prominently in Horsey’s plans. 


Will Open in Boston in March 


Orange-Crush distribution is 
still spotty, and March will see 
the opening of a new market: 
Boston. New York is also on the 
list, but Horsey emphasizes that 
“it takes a terrific amount of 
money to open up in one of these 
huge metropolitan markets,” and 
the primary intent is to help the 
500 domestic and 200 Latin 
American Orange-Crush bottlers 
expand their present markets. 

Behind the selection of Orange- 
Crush lay a number of considera- 
tions, not the least of them the 
company’s line of Old Colony bev- 
erages, less than a dozen drinks 
—but no colas. 

Cola drinks have dominated the 
U. S. market. Horsey and Varney 
estimate that colas account for 
65% of U. S. soft drink consump- 
tion. They believe that orange 
drinks may account for 10-15% 
of the total. 


May Bring Kik to U. S. 


But although neither Orange- 
Crush Company nor the Old Col- 
ony line has a cola drink, Orange- 
Crush, Ltd., the Canadian affiliate 
does. Kik cola is a_ successful 
item north of the border, domi- 
nant in Montreal and reported to 
be third in Dominion sales, right 
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market. 

Horsey’s answer: “I’m thinking 
about it.” 

In any event, as new franchises 
are added for Orange-Crush, so 
will new Old Colony franchises 
be added—and if Bill Horsey de- 
cides to introduce Kik he will 
have a wide base for its introduc- 
tion. 


Were Fleischmann Truck Drivers 


Both Horsey and Varney broke 
into Fleischmann Yeast Company 
as truck drivers. Horsey moved 
up to Canadian sales manager, 
then to vice-president in charge 
of the Fleischmann products di- 
vision after the merger with 
Standard Brands Ltd., in 1929, and 
in 1934 to president of Standard 
Brands Ltd. Varney came up the 
advertising route, heading Fleisch- 
mann’s internal advertising. He 
was director of industry relations 
when he left in mid-1946. 

The Fleischmann story is well 
enough known in the annals of 
advertising to omit its details; but 
since both Horsey and Varney 
were intimately connected with 
it, they retained a good deal of 
respect for the way the Fleisch- 
mann operation clicked. 

In conversation, one gets the 
impression that Varney and Hor- 
sey would like nothing so well as 
to put on a Fleischmann drive in 
the bottling field. Varney says 
frankly that he thinks the oppor- 
tunity exists, and that the kind of 
service offered by Fleischmann to 
bakers can be moved over into 
bottling with profit. 


Entering Supermarkets 


He defines it as “doing a genu- 
ine selling service for the indus- 
try.” No stranger to reasonably 
altruistic efforts, Varney spent 
three years in Washington during 
the war, working on service to 
the baking industry, which in- 
cluded an incredibly successful 
tie-in campaign with the Red 
Cross. Among other things, not 
only were bakers permitted to use 
the Red Cross symbol in their ads, 
but were encouraged to work Red 
Cross plugs in on_ transcribed 
shows, and after a nervous first 
year, in which the Red Cross was 
wary of being exploited, the bak- 
ers were sought by the Red Cross 
thereafter. 

Orange-Crush has had both 
fountain and bottled distribution, 
and will continue to have. But 
observers in the food field look for 
a stronger push in supermarkets, 


ORANGE WUICE f, 


CITRUS ONLY—J. William Horsey 

Corp. will run ads like this, in Life only, 

while Mr. Horsey's Orange-Crush Co 

turns to other media in its markets. 

Ruthrauff & Ryan is agency for both 
companies. 


where Horsey has a_ thorough 
background, gleaned while execu- 
tive vice-president and president 
of Dominion Stores, where he 
went after leaving Standard 
Brands Ltd. 


Won’t Switch Source 


This year’s Orange-Crush ad- 
vertising will be handled by 
Ruthrauff & Ryan (AA, Jan. 26), 
and R&R is the agency for J. Wil- 
liam Horsey Corporation, and 
Horsey Corporation cans orange 
juice and other citrus products— 
but as far as Horsey is concerned, 
these are unrelated operations. 

Horsey is a stocky, ruddy man 
with silver hair and an affable 
manner. He doesn’t indicate that 
he has any plans for switching the 
source of Orange-Crush concen- 
trate from the West Coast to his 
own plants in Florida. 

He has been in the citrus can- 
ning business for three years, but 
the Horsey brand came on the 
market only last fall. The brand 
currently is confined to a 
sweetened and unsweetened 
orange juice, grapefruit juice, an 
orange - grapefruit juice blend, 
grapefruit sections and lime juice. 


$300,000 for Horsey Line 

In Varney’s opinion, the power 
of the line will be in the fact that 
it is exclusively a citrus product 
line, where most of its competitors 
are part of a wide variety of fruits 
and vegetables, or else are re- 
gionally marketed. 

So far, the Horsey citrus line 


has been given extensive promo- 


behind Coca-Cola and Pepsi-Cola. | 
This raises the question of| 
whether Horsey eventually ex- 


pects to bring Kik into the U. S. | 
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tin im grocery business papers, 
and last month Horsey started 
using two-color pages in Life. He 
savs he plans to use no other 
media, and he believes that he’ll 
spend, roughly, $300,000 on citrus 
aavertising this year. 

Besides the juices, the plants 
also supply cattle feed, molasses 
and essential oils for perfumers, 
and in three years Horsey has be- 
come the second largest Florida 
canner. 

Citrus canners have historically 
been satisfied with fruit which was 
inferior to that shipped for nat- 
ural consumption, but Horsey de- 
mands top-grade material, and he 
expects that the growers will be 
influenced by the fact that the 
Horsey line is only citrus. “That’s 
a matter of education,’ he says 
pleasantly. 

Much of Horsey’s past business 
success has rested on his ability 
to pick up a wheezing “plater” 
and make it run like a thorough- 
bred. 


Other Offices Listed 


Both Dominion Stores and the 
bakeries which Horsey organized 
into General Bakeries Ltd., had 
been rambling, unstable organiza- 
tions when Horsey took over. They 
both showed a handsome profit 
in 1947. 

He acquired some _ incidental 
vegetable canning plants in Flor- 
ida, and he is vice-president and 
director of Renown Mills Ltd., in 
Alberta. He is chairman or presi- 
dent of Orange-Crush Company, 
Inter-American Orange-Crush 
Company, Orange-Crush Ltd., Do- 
minion Stores Ltd., and General 
Bakeries Ltd. 

He is as well a director of Argus 
Corporation, a huge holding com- 
pany which has sgme of the char- 
acteristics of Floyd: B. Odlum’s 
Atlas Corporation. One of Atlas’ 
directors, Roger Gilbert, is an 
Argus director. 

Argus’ president, E. P. Taylor, 
has been an Orange-Crush stock- 
holder for several years, and since 
1946 has been in control of the 
company. 


Wants ‘Bigger Hunk’ 


With interests on both sides of 


the border, Horsey finds himself 
in a unique position on Canada’s 
recent dollar embargo. He is in- 
clined to think that since Cana- 
dian importers can now take a 
fixed percentage of their former 
total imports in a wide product 
range, the natural result will be 
for them to concentrate on the 
items with the largest profits. 

What the over-all impact of 
Horsey’s entry into the grocery 
and beverage fields in the U. S. 
would be was uncertain still, but 
Horsey was vigorously preparing 
for companies that set a fast pace. 
New advertising agencies were on 
the job; new advertising - man- 
agers had taken over for Orange- 
Crush; and new divisional offices, 
reporting to Chicago, have been 
set up in five centers “to develop 
and service bottlers.” 

In Horsey’s phrase, Orange- 
Crush’s problem is not more bot- 


Why 


\DVERTISING LINAG 
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tlers but “more sales in the ter- 
ritories it has,” and his over-all 
aim is not dominance “in the 
orange drink business, but a big- 
ger hunk of the whole business.” 


Silberman Resigns 


Edgar Silberman has resigned 
as vice-president and sales mana- 
ger of Barret Textile Corporation, 
New York. Ralph S. Bush, for- 
merly with Callaway Mills and 
Cannon Mills, will assume the 
duties of sales manager for the 
Barret house furnishings division. 


Elects Deuschle V.P. 


B. C. Deuschle, general sales 
manager of the Acme Shear Com- 
pany, Bridgeport, Conn., has been 
elected a vice-president of the 
company. 
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Chase Forms PR Firm 


Elizabeth Chase, formerly with 
Time, Inc., Washington, D. C., has 
formed Attitudes, Inc., a public 
relations firm with offices located 
at 250 .Park Ave., New York. 
Oliver Knauth, former U. S. dele- 
gate on the information committee 
of the United Nations and formerly 
with the OWI, and Philip Lesser- 
man, who did publicity work while 
in the armed forces, are associates 
of the company. 


Appoints Stambaugh 

Dominion Rubber Company, 
Kitchener, Ont., has appointed 
G. M. Stambaugh in charge of 
commercial sales of farm and im- 
plement tires and tubes, general 
sales department, tire division. He 
was formerly sales supervisor of 
the Provincial Tire Company. 
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7 SHY AND THIRD IN THE NEW OUTDOOR ANNUAL 


Year after year we have painted between twelve 
and twenty-three of the “Hundred Best” 
posters of the year. One of our artists should fit 


your appropriation. 


(¢ bewidl Vom polation antl} (Mile Qo 


510 NORTH DEARBORN + CHICAGO 10 + WHITEHALL 6070 


does most 
to put 


Herald Tribune women constantly seek new ideas, new 
products, new methods to help them set a better table, run 
a better home. The Herald Tribune answers their demand 


the Herald Tribune 


YOUR FOOD* 


on her shopping list 


J ee ee, ee oe ek ee ee ee ee OO ee oe oe ee oe ee ae se 


with inspiring news about food from the famed 


Herald Tribune Home Institute, from widely acclaimed 


Clementine Paddleford and an able staff of home 


economics experts. In 1947, editorial food news in the 
Herald Tribune grossed well over 270,000 lines*—more 
by far than any other newspaper in New York. That’s 


the more-and-better kind of editorial background to 
put behind your product’s advertising. It will go a 
long way toward putting your product on the 
shopping lists of the women who spend 40% 

more for food used at home than the 


average family in the market. 


NEW 


Herald <z&Tribune _* 


FIRST 


YORK 


IN FOOD NEWS 
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pointed Sawdon Advertising Com- 
pany, New York, to handle its 
radio advertising. The agency re- 
cently opened a branch office in 


Abelson Names Sawdon 


_ Abelson’s, Inc., New Jersey chain 
of jewelers and opticians, has ap- 


Chicago at 203 N. Wabash Ave. 


Tailleur Joins Dorland 

Alexander Tailleur, former 
president of the Netherlands Pub- 
lishing Corporation, New York, 
has joined Dorland, Inc., New 
York, as a member of the agency’s 
executive group. 


IT COVERS 
THE PACIFIC 
COAST’S 3RD 
GREATEST 
MARKET 


In Metropolitan Oak- 
land—a $925,307,000 
market *—The Tribune, 
with a daily circulation 
89% greater than the 
second newspaper—is 
the most effective ad- 
vertising medium. 3 out 
of every 4 Tribunes are 
HOME DELIVERED. 


*Total retail sales, 
Alameda County: 
Survey of Buying Power, 
1947 


TOTAL NET PAID CIRCULATION 
DAILY SUNDAY 


150,802 162,441 


A.B.C. Publisher's Statement, 
Sept. 30, 1947 


Oaklands Trib une 


WILLIAMS, LAWRENCE | & CRESMER co; 
nal Representatives Including Sunday Magazine 


OCrTeO feas 


Wait/or FOR AD-SETTING 
Waithorn FOR ENGRAVING 
Ceithorn FOR PRINTING 


Qaithorn Corporation 


400 North Rush Street * CHICAGO 11 © ILL. 
\ Telephone Whitehall 2300 ) 


Esso Standard 
Opens Intensive 
PR Ad Campaign 


New YorK—Following éxtensive 
copy testing in New Jersey last 
fall, Esso Standard Oil Company 
has opened a new institutional 
drive featuring employes who 
have been with the company over 
a period of years. 

The newspaper campaign, set to 
run throughout 1948, involves a 
major part of the company’s ad- 
vertising budget. Copy messages 
introduce “real people in real 
jobs,” localized by divisions, in 
order to make the public relations 
campaign an employe relations 
drive as well. 

Intensive pre-testing was em- 
ployed to measure observation, 
readership, identification, compre- 
hension, degree of interest and at- 
titude toward the company, 
through a series of four ads which 
ran in most New Jersey dailies 
last fall. Data from the trial runs 
showed an impressive 55% read- 
ership, and 52% of the 55% cor- 
rectly identified the copy. 


‘On the Team’ 


A typical advertisement carries 
a photograph of an employe with 
the line: “This is Lou Heldman... 
He’s been ‘on the team’ for over 40 
|years. . .” Body copy, always in 
the same general style, reads: “Lou 
|Heldman happens to be a ware- 
|house superintendent in Balti- 
|/more. He might have been a tank 
| truck driver, an accountant, a re- 
| search chemist or president of our 
-company—the basic story would 
/run the same.” 

A listing of the benefits accru- 
ing to Esso Standard workers fol- 
lows the introduction, concluding: 
“And it’s not mere generosity. It 
has proved plain good business all 
along the line.” 

_ McCann- Erickson directs 
| account. 


the 


Sylvania Names Gordon 
Internat’l Sales Head 


Lewis Gordon, assistant to the 
vice-president in charge of sales 
of Sylvania Electric Products, 
New York, has been appointed di- 
rector of the international sales 
division, succeeding Walter A. 
Coogan, who has joined J. C.| 


director. 

Mr. Gordon has been a sales ex-| 
ecutive with Sylvania since he | 
joined the company 


sales. 


the electrical industry. 


VanSant, Dugdale 
Makes Staff Changes 


F. A. Kummer, former copy di- 
rector of VanSant, Dugdale & Co., 
Baltimore, has been appointed 
plans director. Harry F. Brian, 
who has been with the agency for 
the past six years, succeeds Mr. 
Kummer as copy director. 

Winston O. Butz, account execu- 
tive, has been named director of 
media and research. Dan J. Loden, 
a member of the copy staff since 
1946, has been appointed radio 
director, and Alfred Goldman, for- 
merly with Huber Hoge & Sons, 
New York, has joined the agency’s 
copy staff. 


Elects Wallack V.P. 


Howard M. Wallack, sales man- 
ager of the pipe and smoking ac- 
cessories division of John Hudson 
_Moore, Inc., New York, has been 
elected a vice-president of the 
|company. Before joining Moore, 
Mr. Wallack was associated with 
| the House of Comoy, New York. 


| susmaiaaaiiantamnatifle 
Appoints Ellington 
The Jewelry Industry Council, 


| 
| 


Dolph Company, Newark, N. J.,| tising staff of Art News, 
as executive vice- -president and | York. 


in 1931 as| 
manager of New York district) 
The J. C. Dolph Company, | 
of which Mr. Coogan is a large) 
owner, specializes in the manu-| 
facture of insulating varnish for | 


New York, has appointed Elling- | 
ton & Co., New York, to handle its | 


advertising. 
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Food Chains 1948 1947 OF Los 
WE — Gc OR lair dein sce heh ban waeaabaitana vies cobde $ 11,273,741 $ 8,637,818 4295 
ee SN 4 ose ea Nicc a seuaeds coda deseees 57,991,904 51,923,804 +12 
| To Ra ieee aa iS ars Sane a eee 21 696,09! 13,388,714 +420 
phate TOR be eng Se a LSE te A 88,570,709 71,178,070 +244 

WENN TEI orn 220 oa ois ah awe tn ee wee ay $179,532,445 $145, 128,408 +237 

Mail Order 
CES ed ow ha heiw a SOT $156,678 603 $133,955 ,237 +179 
MN © as FeO iitdvk Fide Oo Pht es sk scddeteers. : 6,329,657 6,549,751! —34 
RUNNIN, TUONO oid his Cadi oi cd Hi kA< Tene 74,115,612 67 096,748 +105 

RM siete eB eg oped Bilas Sea Ss $237, 123,872 $207 601 736 +142 

Drug Chains 
| i ae a NR ey Te ee .$ 12,705,989 $ 11,892,002 +68 

ee OU eos oe 20k Phd ik BEL ae OSS ..$ 12,705,989 $ 11,892,002 5.8 

Variety and Miscellaneous 
ARs Par ae, SOR NOIN Wart ace. cass desis 350 ss bane $ 2,614,665 $ 2,502,284 +45 
nen OL nh a5 a og ¥4ve yum 5 aisurw ees 11,430,656 10,001 945 +142 
Genes, WR Wen ESS 5k sane edule bs a 12,064,262 11,776,577 +24 
Ee ik ail eats a it 872,715 723,045 +20,7 
EE PS ee Re a Rett eee 4,583,604 4,310,634 +63 

"Oy Se ae ere a ore 12,303,324 11,244,628 +9.4 

DAGGRMMGMEMOOR BOOUA ooo c i ccerciesvocceers eovle 3,792,795 2,541,600 +49.2 
elnterstate Department Stores.................... 3,792,911 3,184,779 +19. 
RE PARsaas a cus 05 e025 Seca ca Ce ageeeneeth creed’ 16,990,026 15,712,823 +8. 
NE ed OLS dis ange dukedend can'en eee eedatanes 6,405,192 5 660,429 +132 
NL Fee a ars eh cud ened $808 as 8 Wa 5,786 444 5,518,922 +48 
NR oi eS ioc ges owle’ 3,147,580 2,972,287 59 
dMercantile Stores RE Ee PT oe 7,486,500 6,459,400 4+-15.9 
OS ok re Sey ne 7,993,684 7,001 ,090 +142 
I 6 te Pe dah wen hae 3,034,904 2,587,641 +173 
0 OS re aa ere reer 47 983 402 44,277,876 +8.4 
Ne a Oo fee oer ree 7,574,000 7,593,000 —03 
eS Ee Perret ee ree . 40,230,995 37,048,778 +85 

RNR UE Sc oboe eat, osoe db act eh ent emes $198 087,659 $181, 117,738 4.9.4 
Combined Total . Sika abet e ilia Ck 04 omc $627 449 965 $545 739 884 +15.0 

aTwelve months: 1947—$107,284,075; 1946—$96,980,901; +-10.6. 

bTwelve months: 1947—$50,895,851; 1946—$49,055,997; -+-3.8. 

cSix monfhs: !947—$7,763,086; 1946—$6,763,002; +-14.8. 

dTwelve months: 1947—$113,200, 100; 1946—$103,007,200; +9.9. 

eTwelve months: !947—$62,799,793; 1946—$52,320, 059; 4.20.0. .- 

fTwelve months—February through January, 1948, $2, 112,471,127; 1947, $1,694,567,781; +-24.7 

gTwelve months—February, 1947, to January 31, 1948, $228,635,986: 1947, $212,324,211- 4-77 


hTwelve months: 1947—$1,240, 087, 328: 1946—$1 035,674,682: 419.7. 


Williams Publications 


Buys ‘Food Freezing’ 


E. W. Williams Publications, 
New York, owner of Quick Frozen 
Foods, has purchased Food Freez- 
ing from the Ogden Publishing | 
Company, New York. The Febru- | 
ary issue will be the last one pub- 
lished by Food Freezing, after 
which it will appear in Quick 
Frozen Foods as a separate sec- 
tion. 

G. Hopkins is managing editor 
of the magazine, Clarence Birds- 
eye, freezing authority, is con- 
sultant, and D. Haller, Washington 
editor. 


Edison Names Mitchell 


director and general sales mana- 


A. Edison, Inc., 


association with Riegel, Mr. Mit- 


Corporation in production 
junior executive work. 


Whitbread Appoints 


has appointed Bermingham, Cas- 
tleman & Pierce, New York, 
handle advertising in the U. S 
for Mackeson’s Milk Stout, Whit- 
bread’s ale and other Whitbread 
products. 


Co-ed to Kameny 


Co-ed Knitwear Company, New 
York, sweater manufacturer, has 
appointed Seymour Kameny As- 
sociates, New York, to handle its 
advertising. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra 
tions to Printing and Adve: 
tising Executives. Write on 
business lecterhead. 


STIVERS STUDIO 


113 New Montgomery St 
San Francisco 5, California 


Dew Joins ‘Art News’ 

Guy R. Dew, formerly with the 
Long Island Press, Long Island 
City, N. Y., has joined the adver- 
New 


780 North Jackson St., 


Milwaukee 2, Wis. 
EXCLUSIVE WEST COAST REPRESENTATIVE : 
CARTER & GALANTIN, INC. 

315 W. 9th ST., LOS ANGELES — TUCKER 4335 


A. P. Mitchell, a vice-president, 


ger of Riegel Paper Corporation, 
New York, has been elected to 
ithe board of directors of Thomas 
succeeding the 
|late Mrs. Mina M. Edison, widow 
of Thomas A. Edison. Prior to his 


chell was with General Motors 
and 


Whitbread & Co. Ltd., London, 


to 
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OLD NEW LOOK— Old Thompson, 
blended whisky of Glenmore Distilleries, 
Louisville, is appearing again in its pre- | 
war package, the “wed in the wood” 

barrel tying in with the brand's na- | 
tional advertising. D'Arcy Advertising | 
Co., St. Louis, is Glenmore's agency. | 


| 
FRB’s Melnicoff 
Says Grain Price 
Drop Only Normal | 


PHILADELPHIA—“There has cer- 
tainly been nothing to indicate 
that this marks the beginning of a 
long period of generally declining | 
prices,’ David C. Melnicoff, re- 
search economist of the Federal 
Reserve Bank here, has declared 
in an interview referring to the 
recent sharp break in grain and 
commodity markets. 

“For many weeks, it has been | 
very clear that farm product prices | 
were completely out of line with | 
the general price level,” said Mel- 
nicoff, adding that for the econo- 
mists the break had all the ear- 
marks of a long-expected read- 
justment to “the normal relation- 
ship - between farm and_ other 
prices.” 

He indicated that possible fac- | 
tors in this readjustment are ‘the 
realization that crops in both Eu- 
rope and South America are go- 
ing to be fairly good” and the 
hoarding of farm products, which 
has perhaps been greater than the | 
trade believed. 

Mr. Melnicoff said that dump- 
ing of some of these stocks may 
have touched off the selling wave 
which brought about the break, 
but that such a readjustment nor- 
mally overshoots the mark tem- 
porarily and actually represents an | 
adjustment to the general price | 
level rather than a change in that | 
level. 


Revives Plastic Contest | 


For the first time since 1941, | 
Modern Plastics, 122 E. 42nd St., | 
New York, will revive the annual 
plastics competition. There are 20 
classifications in the contest and | 
an award will be given in each | 
Ciassification group. Any plastic | 
object or product will be deemed | 

‘ligible if it has been designed or | 
h is reached the market since Aug. | 

, 1945. Entries will be accepted | 
fr om now till May 15, 1948. 


P.ppoints Garland 


David S. Garland, formerly | 
Siles promotion manager of Mu-! 
zak Corporation, New York, has 
been appointed assistant copy 
— of Chambers & Wiswell, 

ston. 


Names Johnston V.P. 


A. Bruce Johnston, associated 
vith J. J. Gibbons Ltd., Toronto 
and Montreal, for 20 years, has 
been named a vice-president of | 
the agency. 


Advertising Age, February 23, 1948 


Opens $1,000,000 
Radio Promotion 
in 177 Newspapers 


Sunsury, Pa.—Westinghouse ra- 
dio division has launched a $1,- 
000,000 newspaper campaign using 
177 papers in 159 major markets. 

A series of five separate but re- 
lated promotions will be featured 
in the drive, with insertions sched- 
uled to run nationally every two)! 
and one-half weeks. Ad_ size| 
ranges from 840 lines in smaller | 
cities to 1,200 lines in large cities. | 

First copy pushed the Duo and | 
Consolette, radio-phonograph| 
combinations with a lift-out radio 
for separate use. Dealer mats, 
window displays, folders, 


book- 


| lets and other point-of-sale ma- | 


| terials have been prepared to back 

up the campaign, which features a 
|Magician as a continuity and 
‘identity symbol. 

Full-color and black-and-white 
national magazine advertisements, 
|trade and farm publication copy, 
and commercials on the ABC Ted 
Malone show twice weekly will 
‘continue throughout 1948. 

Fuller & Smith & Ross, 
York, directs the account. 


New 


Appoints Louttit 


T. Robley Louttit, Inc., Provi- 

ence, R. I., has been appointed to 
‘handle the ‘advertising of the ma- 
chine tool division of Arnold Hoff- 
man & Co., Providence. The 
agency has been handling the com- | 
pany’s fire specialties division. 


Names Deutsch & Shea 


Clip-Craft Corporation, Yonkers 
N. Y., manufacturer of cylindrical 
aluminum building sets for boys, 
has appointed Deutsch & Shea, 
New York, to handle its adver- 
tising. 


Kimball Adds Two 


L. Wohl Company, dress manu- 
facturer, and Hathaway Mfg. Com- 
pany have appointed Abbott Kim- 
ball Company, New York, to 
handle their advertising. 


Elects Smith V.P. 


John E. Devine, who has been 
with Anderson, Davis & Platte, 
New York, since 1942, has been 
elected vice-president and senior 
executive in charge of the Alex- 
‘ander Smith & Sons Carpet Com- 


/pany account. Prior to his asso- |’ 


ciation with Anderson, Davis & 
Platte, Mr. Devine was advertis- 


;|/ing manager of Alexander Smith 
& So 


ns. 


FOR SALES MEETINGS 


and PROMOTIONS! 


Real Service in 
Planning and Producing 
* Sales Presentations 
* Flop Overs 
© Meeting Charts 
* Graphs — Displays 


Phone or write 


ARROW BUSINESS SERVICE 


22 W. MONROE ST. CHICAGO 2 ilk 
' Phone CENtral 0055 


| Trade names on Marshall's thriving imple- 
ment row are a veritable list of Missouri 
Ruralist advertisers. Dealers are outspoken 
in praise of Ruralist advertising assistance. 


A natural i 


. . . Twice as much as to the average corn town, say 


t of the choice 


- 


grain yield is Midland Feed Mills, Inc., one 
of the largest producers of fine feeds in the 
Its owners are acutely conscious of 


West. 


Missouri Ruralist’s 2,500 and more reader- 


buyers in the Marshall 


grea. 


farm and town residents. 


out the trading area. 


CAPPER PUBLICATIONS, INC. advertising offices ore in New York, Chicago 
San Francisco, Kansos City, ond Topeka, Kansas. Editorial office: FAYETTE, MISSOURI! 


Marshall, Missouri, merchants. Why? Because the ears 
Seedsman P. R. Nelson proudly displays are hybrid seed 
for top production and premium price. This crop is the 
true basis of year-in-year-out prosperity in Marshall, one 
of mid-America’s most beautiful small cities. It is the 
foundation on which Marshall has built its unexcelled 
cultural, educational, and recreational programs for 


Marshall businessmen know that a progressive farm 
trading center reflects a progressive farming com- 
munity. They also are alert to the fact that Missouri 
Ruralist is a leader in rural progress — and in estab- 


lishing product preference and brand buying through- 
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Robert Young “Willing’ 


to’Run for President 


(Continued from Page 1) 
sumably in power. 
I recounted the reverses of the 
past year: 


Three Reverses 


1. By a 4-4 vote the Supreme 
Court sustained a lower court in| 
rejecting his $75,000,000 in cash, 
$500,000,000 on credit bid for the 
car-operating end of Pullman, 
which involved replacement of | 
every Pullman car plus “a vast 
program of travel promotion.” 

2. With only 15,000 members, | 
including only three of the 133) 
Class 1 railroads, and a $250,000 
budget, his one-year-old Federa- 
tion for Railway Progress as yet 
has had only a nuisance effect on 
the Association of American Rail- | 
roads. 

3. And 13 months after the 
C&O got control of the New York 
Central by buying a 6% stock in- 
terest (AA, Jan. 13, ’47) the In-| 
terstate Commerce Commission | 
has not yet approved applications | 
of Mr. Young and Robert J. Bow- | 


man, C&O chairman and presi- jegislators and as state governors. | 
dent, for seats on the Central’s' te deplored their tendency to) 


\“build up clientele” against their 


board. 
The ICC may start hearings on | 
them Feb. 27. 


Feels Sure to Win Central 


But Robert Young does not re-| 
gard all these as reverses at all. 
“I capitalize on them,” he said. 
He is still working toward all | 
these objectives—and others. 

Even if the ICC should rule} 
against him, he is convinced that, 
with the help of some pretty per- 
suasive advertising, he will win 
not only the Central but, ulti- 
mately, the Central as a major 
link in a coast-to-coast rail sys- 
tem. He believes that the 58 rail- 
roads which now jointly own 
Pullman, and operate it with) 
obsolete and costly equipment, | 
will push it rapidly into bank-| 
ruptcy . . . and he'll be there to| 
pick up the remains. 

“When we get the Central,” he| 
added, “the AAR must play.” 

But even these are only part of 
larger, long-term plans. 

This slender, white-haired, pink- | 
faced man, with the very calcu- 
lating blue eyes, is introducing a) 
bill in Congress, through his Fed- 
eration, which he believes would 
stimulate competition and step up 
profits to the railroads through a 
new cabinet post for transporta- | 
tion. In the process, ICC might 
be by-passed or eliminated. 


Wants to Be President 


But he does not want, primarily, 
even to be Secretary of Transpor- 
tation. 

With its pink silk bedspreads 
and a lot of gadgets old No. 28 
is quite a fancy business car. And 
yet by 1953 Eddie Fryer may have 
an even fancier rolling domain. 

Robert Young—“‘‘like every other 
American”—wants to become 
President of the United States. 

He thinks that by 1952—pos- 
sibly even in 1948—he has a 
chance of being nominated and 
elected. He believes he is quali- 
fied for it, and he has some defi- 
nite ideas of what the President's 
job.-should be: Primarily, it is 
concerned with the nation’s de- 
fense and the “‘development of the 


| 


nation’s human and economic re- 
sources.” These should be sup- 
ported by “honestly directed pub- 
lic relations.” 


Strong for Decentralization 
In a sense he has long prepared 


for the job as he conceives it. 
The day he left Washington he 
had made an off-the-record talk 
to the Army War College, pre- 
senting specific information on 


the meed for decentralizing indus- 


|return to private practice. 
\“lawyers are too adroit at defend- 


try and shipping bases, and on 


the railroads’ requirements to aid | 


this work and their preparedness 
for atomic or bacteriological war- 
fare. 

In high public office he could 
put into operation a ‘revolution- 
ary” program to consolidate and 
strengthen the railroads, which 
could be applied also to other in- 
dustries. It would “really put 
private enterprise back at the 


| helm,” he is confident. 


Mr. Young until now has held 
no political office. (He was a 
delegate from Rhode Island to the 


GOP convention in Chicago in 
1944.) But he has fought for 
/many things, before so many 


courts and commissions and bu- 
reaus, that he feels he knows the 


| workings of politics better than a 


lot of men who draw salaries 


| from it. 


Criticizes Those Running 


The presidency moved into the 
discussion when he mentioned the 
prevalence of lawyers as national 


WILLING—Robert R. Young, to get 
the railroads rolling, would willingly, if 
need be, run for President. 


Also, 


ing either side,” he said. “In any 
situation, there’s only one right 
side.” 

And he has little use for fi- 
nanciers in public office: “They’re 
still occupied with conserving 
what they have—and even with 
adding to it, at the public’s ex- 
pense.” 

On the other hand, “there are 
10,000 business men who could 
make a better President than any 
of the men now being considered.” 

“Including yourself?” I asked. . . 

The train had left Washington’; 
snow and ice the night before. 
That morning was warm and 
sunny as we pushed down the 
Florida coast. The man across the 
car looked relaxed in a yellow 
sweat shirt, but the question 
caused him to straighten a bit. 

Then Mr. Young nodded. 


Might Have a Chance 


He said he was “primarily con- 
cerned with putting the railroads 
back on their feet,” but he would 
take the bigger job if it were 
“offered” to him. 

In fact, recent events reminded 
him that he might have a chance 
for it. He recalled the “acclaim” 
with which he was received in 
Austin last month when Governor 
Jester of Texas threw a banquet 
for this native of Canadian, Tex. 
Moreover, some people in Rhode 
Island have been urging him to 
run. 

He mentioned other states 
which might have a certain ‘“‘sen- 
timental” interest in him. He was 
educated in Colorado, California, 


/is centered in Virginia, West Vir- 
'ginia and Ohio. He is increasingly 
_active in the film industry in Hol- 


/}and Eagle-Lion pictures. 
'spends much of each year in New 


\tionwide, personal interview sur- 


Indiana and Virginia. The C&O 


lywood, through control of Pathe 
And he 


York and Florida. 
Democrats ‘Reprehensible’ 


Robert Young is. neither 
Democrat nor a Republican. 


a 
He 


|has voted and contributed both | 


ways, “but not at the same time.” | 
He thinks that only a “tairace” | 
could bring his nomination by) 
|either this summer, “unless they | 
|get into serious trouble.” But by. 
1952 he may really be in the run- | 
ning. He is “disgusted” with both | 
|parties and in 1946 contributed to 
‘neither. But he has “more respect | 
‘for the Democrats: they’re more | 
consistently reprehensible.” 

| Despite all the publicity he has 
/received in the past two years, | 
‘from the “hog,” “rolling tene-| 
/ments,” “black market” and other | 
|C&O ads, and from his speeches, | 
radio appearances and magazine | 
articles, Mr. Young pointed out | 
| that “the public as a whole doesn’t | 
‘yet know me. The news about, 
|/business men usually gets no far. | 


'ther front than the financial 


| pages.” 


15% of Public Knows Name 


A current C&O-sponsored, na- | 


|vey by Ross Federal Research 
|Corporation showed that the pub- | 
lic ranked the C&O as “the most 
progressive railroad” (by a two-| 
_to-one margin over the Santa Fe, | 
/which was second) and that more 
;people “knew” Mr. Young than} 
vany other railroad man. | 
| The survey, among 3,000 men | 
}and women in all age and eco-| 
‘nomic groups, was conducted last 
|August and September. Young’s 
15% “recognition” was more than 


seven times as high as that | 


\the president of the largest rail- 
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A word ta the public: 


Jt a ee orarasl prrowmaiones when the Inyert oneners 
of bupemenn mat pragtint ther vtnas i the maeapement 
on the wobbe prose sustend of im @ Deveetors’ weettey. 


Dias hough the C & Osa name: the largem oven of the New 
Perk Centont, we wey ot, wader the law, we our tack, 
ver officers may not sit ow the Board of Directors, wor 
may ths C&O teres amy totter in the Conpeal’s afew, 
tentid the Laie wat Commerre Como sien 8yprso. 


Plas weg take werai wonths Monnchile we ove 
maksng oad, reccmmondeiaes «m thie wag What gern 
wert) pnd hore \9 wierely 2 scesgie af the Rind of dinking 
the CHO wonld tide ts csentritase ty the Comtrit—sn Te 
tosterest 0) she retiroad and of you che eomonkir 


Ths de Bs thind of @ otrien of “Mewes to the Censral.™ 
‘The frst tae wiged trsugh teins wilhows inyiters fur 
WAN peramengere— end ewe VORIOdedbe OR Zr ORM 
ORE ComeEiAT MTeee. 


To the New York Central: 


‘The old-tushionnd way of wetting Soeping-car se, 
commedatan—s way that hean'l changed since 
Gennes! Garand rode Use raiie~-is a downrigst sumaoce 
to the traveter. 


Why shpeld the raitrpad’s castomer have w stand 
in a tohet Ane, or send samenne eine to the stanan tq 
4p the same Lng, just to buy what the raitroeds hare 
te salt? 


Why mst (be ticket hae iteel! move ac phLow-l-y 
while the agent phones and wires other local affiens: 
and epntrol point? Why, if the traveler trie te make 
reervalioms by phone, tout te walt while ne agent 
shops anssnd foe available apace of lave cancetiatusmx* 


viens rail 


Wihry should the traveler be pat to all thix woabhle? 
Way abesskin't the railroad gabe the troubie? 


To end thew nitimare, the CHO many’ manths 
eo went th work on 5 “Centralized Reservation 
Burseu” that would eqabdle traveler to rmke nleepings 
exe andl ecach reervations with alma no trouble at 
ali, The aystere bee been omtad and proven. 11 will be 


The Chesapeake 


in operation thin month. We eall ii te your atinaticnm 
ip che hape Ghat i will bemefit passengére 
Casured as much we it wil ow ven 


Local Phone Call Does the Trick 


Phoee bouks & aff principal ctties os: oer Tines. te 
wet ae in other ettees wo winch our throwgh deeper 
oynrete, list 3 number tor CAO peervar 
te thm Sumber auinavstionlly gute the 

salen through to tte C&D Centretiaod Reservation 
o Harees ie Huntington, W. Va There che eal cota 

tet @ big contrat roam whem panels show the pane 
evaiabie am oh C&O trams for vight wots abswt. 


AS operatar in thie romira ravi gives the custarer 
the mumber of his pare, takes his nar ap comtit card 
sumnter, aod aeke whether usketa shauki he held ot 
the Gehan office or delivered to the prcmmnemr aster ke 
dwards the ieee Unie the 


Terminal Teemer, Cirecamd i, Qin 


Memo No.3 From The C0 
To The New York Central 


Why should travelers have to stand in line or send to 
the station for sleeping-car tickets? The C&O invites you 
to adopt our new “Centralized Reservation Bureau.” 


ot che Web ont ever, pay vinci che encrad bse meth 


Ne losger wilt 


the traveler have te merry through 
waar 9 


ms. A lore « 


i 
onger wil it be pomiblnetor twa bocal tinket agents 
te reserve che same space fat (we deferest custaraen. 


Central Passengers Can Have lt, Teo 


The plu & praetin! and foctprou!. i you helene, 
Gm. thet tie 


traveler wanes to, be newd 


& Ohio Railway 


TELLING THE CENTRAL—The C&O, it seems, also had the New York Central 


in mind when it organized recently a 


“centralized reservation bureau,’ which 


permits travelers to telephone for the space they want well in advance of a trip. 
This “Memo No. 3" will run, through Kenyon & Eckhardt, in major C&O and 
Central on-line cities and in 65 other cities throughout the country, and in Time. 


Central to help develop and pro- 
mote a new gas-turbine-driven, 


|road, M. W. Clement of the Penn- | lightweight, low-center-of-gravity, 


| sylvania. 

He admitted that he 
lower in recognition than Truman 
|or Dewey or Taft. But he believes 
that, in time, the public could be 
convinced that business experi- 
ence and _ business 


/$1,500,000 to design 
| duce it. 
methods are| 


‘vitally needed in the presidency. | 


While most other railroads are 
barely breaking’ even, 
Young can point with pride to the 
fact that the C&O (including the 
Pere Marquette) increased its 
gross revenue from $244,000,000 in 
1946 to $313,000,000 in 1947 and 
its net income, after taxes, from 
$28,372,066 to $35,387,327, or from 
$3.55 to $4.44 a common share. 


$1,600,000 Ad Budget 


He believes that “too much ad- 
vertising is concerned with the 
gross profit of next month and 
too little with the net profit of the 
next 10 years.” 

About half of the $1,600,000 
which C&O spent in 1947 (through 
Kenyon & Eckhardt) was 
“public relations” advertising for 
'the C&O and the railroad industry 
as a whole. The 1947 total was 
about $400,000 more than that for 
1946. He could not estimate ex- 
penditure for 1948 because the 
public relations ads are written 
and run to meet specific “situa- 
tions.”” The series of “memos to 
the New York Central” will con- 
tinue, in newspapers and maga- 
zines. 

On “Information Please” (MBS, 
Friday nights) Young justifies his 
bid for places on the Central’s 
board by showing that the ICC 
permits three men to serve as 
“directors of both the Norfolk & 
Western Railroad and the Penn- 
sylvania Railroad.” Both the C&O 
and N&W are primarily coal-haul- 


| 


ing roads; both the Central and 
Pennsy “serve great industrial 
centers” which consume “enor- 


mous tonnages of coal.” 
In the fourth ad in the “memo” 
series the C&O will invite the 


Roberti | 


for | 


| 150-mile-an-hour top speed pas- 
ranks | 


senger train, scheduled to start 
on the Cleveland-Detroit run in 
mid-1949. The C&O is spending 
and _ pro- 


Mr. Young believes that ‘such 
new freight and passenger trains 
can be operated safely, on five- 
minute headway, at more than 90 
miles an hour. They 
stopped in two-thirds of the dis- 
tance of today’s heavy trains.” 

He added that “the C&O hasn’t 
had a passenger fatality in a train 
accident in 27 years.” 

Among examples of modern 
trains which attract passengers, 
and make money, he cited the 
Southern Pacific’s “Daylights,” 
between San Francisco and Los 
Angeles. 


Federation Budget May Boom 


The Federation for Railway 
Progress may become a _ substan- 
tial advertiser this year, through 
Walter Weir, Inc. 

The Federation’s advisory coun- 
cil now comprises Charles Edison, 
Albert S. Goss of the National 
Grange, Fleet Admiral (retired) 
William F. Halsey, Philip LaFol- 
lette, Mrs. Clare Boothe Luce and 
M. Lincoln Schuster of Simon & 
Schuster. 

As proof that his campaigns 
“pay,” Young showed that C&O’s 
attack on the black market on 
Pullman tickets “saved 792,000 
space units in one year.” His 
earlier fight, also aided by adver- 
tising, to open bond issues to com- 
petitive bidding “saved $1 billion 
for American railroads and pub- 
lic utilities.” The results of the 
“hog” and other ads already have 
been reported. 

He believes the black market 
is getting stronger again. He may 
run another ad about that. 


May ‘Memo’ Truman 


And, if need be, in his fight for 
control of the Central, Robert 


can be) 


Young may address paid-space 
memos to President Truman and 
to Congress—as well as to the 
ICC and the AAR... 

I thought of the late Benito 
Mussolini, who at least was cred- 
ited with making the trains run 
on time. And I observed that ad- 
|vertising and propaganda have 
been useful to dictators. 

Mr. Young replied emphatically 
that he hoped I didn’t mean him. 

“T learn from others,” he said, 
“and I try to think of their well- 
'being.” When I asked if he 
|planned wholesale firings on the 
Central, he pointed out that his 
| fault, when he moved into the 
|C&O, had been in. keeping too 
|many people: “Some of them 
ganged up on me,” he said. “They 
nearly cost me the control.” 


| Proud of Labor Relations 


Probably he is proudest of his 
labor relations. In a decade at 
|C&O the turnover has been “prac- 
| tically zero,” and he expects ever 
j}less at the Central. He believe: 
that the bulk of its employes are 
“sold” on him. 

He showed me a report of an 
independent survey of western 
Centralites, which said that 80‘ 
of them agreed that “it would b: 
in the best interest of the railroac 
and all of its employes for M: 
Young and Mr. Bowman really t 
take over control of the system. 

An employe suggestion plan a 
C&O drew 22,000 ideas—2,067 o 
them acceptable—in the first | 
months of 1947, its second yea 
Awards, from $385 down to $65 
totaled $32,890. Tangible saving 
to the road were $128,000. 

Recently the road appropriate 
$200,000 to study a proposed an 
nual wage plan. Young believe 
that such a plan could guarante: 
steady work to 70% of the en 
ployes. And he thinks it coul 
help rid the C&O of such “evil 
as feather-bedding’—which h 
blames more on railway managé 
ment than on labor. 

He dislikes the unions’ seniorit 
plan, and would make promotion 
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on merit. 

In government office he would 
seek annual wage plans in many 
industries. He believes that work- 
ers will do their part for their 
own and the nation’s security. 

The Ross survey showed that 
the largest segment of the public 
thinks “a small number of large 
stockholders” own the railroads. 
The public prefers that they be 
owned by “a great many small 
stockholders.” 

When William Henry Vander- 
bilt made Page 1, back in 1882, 
with his alleged expression, “The 
public be damned,” he was the 
richest man in America, and the 
Central was a “one man railroad.” 

Among the 16 who would be 
on the Central’s board, Young 
said he could “count on” only 
three: Bowman, and Harold S. 
and another W. H. Vanderbilt. 
The others, he said, own less than 
one-half of 1% of the stock be- 
tween them. They represent Mor- 
gan and allied banking institu- 
tions. 


Vanderbilt Fought ‘Pennsy’ | 


“But they’ll have to cooperate. 
Otherwise, we'll go to the stock- | 
holders and arrange to oust a few | 
of them. We ran a C&O proxy | 
fight against this same crowd, and | 
got 98% of the stock.” He added, | 
however, that he’s made no survey | 
of Central stockholders yet. 

The earlier W. H. Vanderbilt | 
“unloaded” most of his Central | 
holdings on the American and 
British public to get funds to fight | 
the Pennsylvania. It was a costly 
battle. The Pennsy built a rail-| 
road paralleling the Central to) 
Albany and Buffalo. The Central | 
countered by laying out a road, | 
shorter and with easier grades 
than the Pennsy, to Harrisburg | 
and Pittsburgh. (That right of | 
way is now the Pennsylvania | 
Turnpike. ) 

Before both went completely | 
broke, the elder J. P. Morgan | 
effected a truce. And then, in| 
1887, Congress authorized the ICC, | 
the first government agency to 
regulate private business. 

In 1894, Robert Young recalled 
the Pennsy and the Central de- 
cided, with Morgan’s blessing, that 
the sensible thing for the two big 
railroads to do was “to agree to 
maintain rates and divide traffic. | 
And the devil take competitors.” 


Truce Still Stands 


“That agreement still obtains, 


but”’—he emphasized—‘‘we intend 
to end it. We’ll cut out collusion | 
and graft, and rebates and kick- 
backs to favored shippers. . . 

“Also, the ICC should not fix 
rates to freeze competition. It 
should act only as an umpire to 
assure fair competition.” 

Mr. Young called the Federa- 
tion’s fight against the Bulwinkle 
bill its “greatest achievement in 
its first year.” This bill, and S. 
110, as Mr. Bowman recently told 
eastern shippers, “would permit 
railroads to enter into agreements | 


which would stifle all competition | 


as to services and facilities; would 
subject such agreements to no 
regulation, and would grant com- 


plete immunity from the anti- 
trust laws to all parties to such 
agreements.” 

The AAR is supporting these 


bills. 

Since 1925 the number of freight 
Csrs operating has dropped from 
300,000 to 1,700,000, and of pas- 
enger cars from 48,000 to 26,000: 


Criticizes Central’s Budget 


to 


s. 


“Under current rates,’ he said, 
“he railroads cannot get the cap- 
ital to provide replacements—nor 
to equip themselves effectively as 
Ue nation’s third arm of defense.” 

But he is seeking only higher 
freight rates. He believes that 
how equipment and strong pro- 
notion, and reduced fares, can 
nake passenger business profit- 
ale, 

When told that the Central— 


about 28% of whose revenue 
comes from passengers—spent $1,- 
500,000 on advertising in 1947, he 
said that its budget “should have 
been nearer $10,000,000.” 

“To keep rates down, the ICC 
still evaluates the railroads on the 
1913 basis of $22 billion. Their 
actual cost was $27 billion, and it 
would take at least $50 billion to 
replace them. 

“Eighty per cent of rail freight 
traffic is completely non-competi- 
tive with trucks. 


would require many billions of 
dollars spent on new roads and 20 


times as many men. The money | 


the government spends on rivers 


and harbors would gold plate the | 


railroads. 
‘“‘We’re not asking for a subsidy 


To move this | 
amount of production by truck 


but only for half a fair break. 
About $5 billion would do the 
job. This would be forthcoming 


immediately if the President (1) | 


would appoint a_ transportation 
agency to work with the National 
Resources Planning Commission, 
and thus take the ICC out of pol- 
itics, and (2) would get rid of the 
railroad management cartel.” 


Discusses Political Path 


Replacement of obsolete freight 
equipment, Mr. Young believes, 
actually would reduce the cost of 
living. By reducing spoilage, Cali- 
‘fornia produce, for example, could 
be brought East at half the pres- 
‘ent relative cost. 

Perhaps his political ambitions 
‘spring from the conviction that 
/only as President can he count 


on getting these things done. 

He admits that his political path 
won’t be easy. He has made some 
strong enemies. W. Averell Har- 
riman, Secretary of Commerce, he 
said, regards him as ‘‘a menace to 
American business,” and is asking 
Congress to investigate him. The 
Harrimans control the Union Pa- 
cific, which is the second largest 
stockholder, next to the C&O, in 
the New York Central. 

The direct power of the House 
of Morgan is dwindling, Young de- 
clared—with J. P. Morgan & Co. 
now a “third place banker” and 
Morgan, Stanley & Co. now rank- 
ing 20th in investment banking. 

But, he emphasized, the house 
still has influence, and still profits 
by exercising a certain “vulture 
function.” The big bankers, he in- 


67 


sists, grew fat on “reorganization” 
‘of railroads in bankruptcy. 
| Fewer of the Class 1 railroads 
j}are now in receivership. Large 
| wartime earnings helped. But 
Young believes “these great im- 
provements have largely been dis- 
|sipated by the effects of inflation. 
Some of the roads are slipping 
|again. .. The bankers are getting 
/ready to resume their feast.” 
There seemed to be some in- 
|consistency in a_ banker-million- 


| Simpson-REILLy, trp. | 
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SINCE 1928 


SAN FRANCISCO LOS ANGELES 
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J Oo ¢ Does stepped-up frequency pay off? 
ASK THESE 769 RETAILING ADVERTISERS! J, 


America’s home furnishings retailers want 


their business news fast . . . fast enough to make 


full use of it in their daily business operations. 
And that’s the way RETAILING gives it to them. 
The industry’s only twice-weekly newspaper 
flashes them business news while it’s still hot— 
while there’s still time for them to act on it, and 


profit from it. 


Q: Roes RETAILING’s twice-weekly frequency 


pay off? 


A: RETAILING has the largest circulation of 
any home furnishings business paper in the 


nation! 


Advertisers, 


know that RETAILING’s 


AMERICA'S NO. 


in frequency 

in news coverage 
in market coverage 
in total circulation 
in retail circulation 
in advertising 

in advertisers 


* 


stepped-up frequency means stepped-up reader 
interest. That’s why more advertisers are using 


RETAILING than use any other publication in te 


the field. What’s more ,769 are cashing in on 


that stepped-up frequency by using more inser- 
tions per year than they could in any monthly 


publication—even on an every-issue basis! 


If you have a home furnishings product to sell, 


your product story deserves all the stepped-up 


selling power of a consistent campaign in RE- 


TAILING. Now is none too soon! 


RETAILING HOME FURNISHINGS 


A Fairchild Publication « 7 E. 


e Furniture & Bedding 
e Curtains & Draperies 
e Upholstery Fabrics 

© Decorative Accessories 
e Floor Coverings 


12th St., N. Y. 3 


1 HOME FURNISHINGS BUSINESS PAPER 
THE TWICE-WEEKLY NEWSPAPER COVERING: 


e China & Glass 

e Lamps & Lighting 
e Housewares 

e Major Appliances 
e Radio & Television 
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aire such as Mr. Young criticizing | But would not his $40,000,000 
other banker-millionaires. But the or $50,000,000 fortune be almost 
question I asked was: “Will your /more than the mass of the people 
wealth hurt your chances for the | would “take?” He replied that he 
presidency?” |'would be the richest President 

He thought not. He cited sev- | ‘only in terms of inflated dollars.” 
eral millionaire presidents — Taft | Relatively, Washington still would 
and Harding and Hoover and | lead. 
Franklin Roosevelt. He felt that He added that he would be will- 
wealth, and especially self-made ing to reveal his sources of in- 
wealth, should impress the voters | come. 


with his business and manage-_ Has Made a Dozen Speeches 


ment ability. 
| What about “personality?” 
The man is not a glad-hander. 


If he seems aloof or detached, it 


may be because he is shy. 

He made his first speech at a 
dinner given by Financial World 
'for winners (including C&O) in 
\its annual report competition, in 
| November, 1946. He recalled that 
'“even the Wall Streeters cheered.” 
Encouraged, he made probably 


| N f 
hu , INE SS la dozen speeches in 1947. 
— _ But these appearances didn’t 


‘always bring ovations. He was 
/ | e ‘sensitive, and perhaps unneces- 
big c 
ig oy 


| sarily solemn before the American 
circutatiorwr 


|Newspaper Publishers Association 
‘last April. (The stuffiness of Her- 
/bert Hoover and Robert Taft may 
/ have been contagious.) He was 


“warmer” before the American 
Association of Advertising Agen- 
|cies in New York in November, 
/but his talk was “too involved.” 
Few knew what he was driving at. 
| Most-Liked at Culver 


Irs the hoT book 
lh The Biuastngss | 
itd ! 


However, he thinks he’s improv- 
ing in his public appearances. He 
believes that he’s “‘warm and sen- 
timental.” 


Military Institute. . . 

Whatever the votes or the issues 
involved, you will never see Rob- 
ert Young kissing babies, or pretty 
girls. 

What about health? 

He says he feels better today 
(he was 51 on Feb. 14) than he did 
‘in his 20s. He plays golf in the 


Keep Your 
Eyes On 
Charleston 


125% 
EXPORT 
GAIN FOR 
PORT OF 

CHARLESTON 


Freight Car arrivals in Charleston of general cargo for 
export and coastal shipment show a gain of 125%, for 
1947—the only South Atlantic port to show a gain for 
this period. This gain puts Charleston among the top 
six ports in the nation in traffic gains. 


Heavy Machinery Loading for Export 


Cargoes were varied including tobacco, textiles, lum- 
ber, petroleum, paper, machinery and manufactured 
products. 


Coal also set an export record in 1947 with a total 
volume of 1,647,250 gross tons—a gain of 28°%,. 


This traffic means more money for the already pros- 
perous Charleston area—an area completely covered 


by THE NEWS AND COURIER and THE CHARLES- 
TON EVENING POST. 


CIRCULATION: Up from 44,041 in 1941 to 74,173 on Sept. 30, 1947. 
MILLINE RATE: Only 2.83, lowest in S.C.; less than national average. 


THE CHARLESTON EVENING POST 


Che News and Courirr— 
‘ae CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO, 


And he recalled that | 
he “led in popularity” at Culver | 


| . . . . 
|perience in foreign affairs 


70’s, and loves to swim in the 
ocean. He has little trouble today | 
with his allergies, which may have 
made his nose spread a bit in! 
vague resemblance to the late 
W. C. Fields, and have caused him. 
some skin discomfort. He rarely 
drinks, and he hasn’t smoked in | 
years. 


Hit Truman ‘Finagling’ 


Truman, of course, is_ the} 
“logical” Democratic nominee in 
1948, but in 1952, Young believes, 
the field will be open. He expects 
to be much better known by then, 
and better qualified. 

And if by a “miracle” he were 
nominated this year, he believes 
he could already attract a pile of 
votes: of business men, farmers 
(who favor his efforts for more 
freight cars and faster transpor- 
tation), labor unions, miscella- 
neous train riders—and southern 
Democrats. 

Young said that “Truman has 
too many Wall Street tieups.”’ And 
in a recent open letter to the 
President he laid “the alarming 
deterioration” of the railroads 
“directly at your door—first as 
member, then as ranking member 
of the Senate committee on inter- 
state commerce, and now as chief 
executive and commander - in - 
chief.””, He accused Mr. Truman 
of “political finagling’ which 
|might lead to “a breakdown of 
ithe railroads militarily” or to 
|“government ownership forced by 
| bankruptcy.” 

What about 
“stand?” 

Young has had no direct ex- 
(al- 
though he has written a lot about 
it) and yet he says that, as Presi- 
dent, this would be his first con- 
cern. He’s very serious about ‘the 
Russian menace,” but he believes 
it’s possible, without war, to ‘“‘move 
Russia back to her 1939 borders. 


his international 


'If we met Russia on a 50-50 in- 
stead of a 90-10 basis, she would | 
work with us.” 


Would Not ‘Evade’ War 


He would not “evade war” but 
he’d try to “avoid war.” And he 
urged that the government estab- 
lish ‘fa General Motors proving 
ground of warfare.” (Despite For- 
restal’s “Morgan” background, 
Young regards the Secretary of 


| the Duke and Duchess of Windsor, 


Advertising Age, February 23, 1943 


Never has America stood so low 
in the world’s opinion. The people 
of other countries regard us as 
rich, arrogant and stupid.” 

(His own reputation is growing 
abroad, he believes. His friends, 


and his movie business associate, 
Arthur Rank, among others, have 
told him he is “better known in 
England than almost any other 
American business man.’’) 

Domestically, Robert Young 
would concentrate primarily on 
the twin problems of full produc- 
tion and full employment... on 
a free-enterprise basis. He also 
seeks “tax reduction all along the 
line.” 


Business Men in Cabinet 


In his cabinet he would put 
“business men of proved accom- 
plishment who are devoid of Wall 
Street influence.” As an example, 
he mentioned Ernest Breech, ex- 
ecutive vice-president of Ford 
Motors. Otherwise, he was not | 
specific. . . 

The Federation’s advisory coun- | 
cil now comprises Charles Edison, | 
Albert S. Goss of the National | 
Grange, Fleet Admiral (retired) | 
William F. Halsey, Philip LaFol- 
lette, Mrs. Clare Booth Luce and 
M. Lincoln Schuster of Simon & 


Schuster. 


walk out and leave the ring to a)| 
the Goliaths. But the next morn- 
ing found him busy writing an 
article on some of the things which 
must be done to save the rail- 
roads. 

In the evening I wondered if 
1953 would not find him retired 
to some secluded corner by the 
ocean, figuratively licking the 
wounds from a lot of battles . 
and Eddie Fryer serving some 
newer magnate in Business Car 
No. 28. 

But in the morning I thought 
how nicely Eddie would handle 
things in a new and finer car or 
even train, bearing a very official 


coat-of-arms. . 


Ad Council Distributes 
World Trade Booklet 


More than 6,000 housewives, stu- 
dents and business men have re- 
ceived a free booklet, “World 
Trade and You,” during the past 
several weeks, offered by the Ad- 
vertising Council as part of its 
two-way world trade campaign. 
Free offers of the booklet were 
made in This Week Magazine and 
on the Bristol-Myers radio pro- 
gram, “Break the Bank.” 

The 16-page- booklet, prepared 
y the Twentieth Century Fund, 
explains why expanded world 
trade is essential to the health of 
our own economy. The drive slo- 


There remained _the question: pt is “Part of Every Dollar You 
How does he get time for every-|Get Comes from World Trade.” 
thing he wants to do? 'Since the campaign began it is 

He works hard and fast and | estimated that $130,000 worth of 
seems to know how to stay on the |SPace has been donated in news- 
beam of a subject. In his New papers and magazines. Compton 


; : | Advertising is the volunteer agency 
York office, in the Chrysler build- /on this drive and Hector Perrier 


Defense as “honest and capable.’’) 

“We need to help break down | 
|the prejudice-barriers as well as) 
| the custom-barriers of Europe,” | 
he explained, “and we need real | 


ing, probably he is plagued by | 
many problems. But in the sum- 
mer he usually leaves Thursday 
nights for Newport, and in the | 
winter he can usually arrange | 
several weeks in a row at Palm}! 
Beach. Both places are more con- 
ducive to thinking and large-scale 
planning. 


Will Prod Movie Industry 


is the council’s staff executive. 


NJ Ad Club Supports 
Outstanding Citizen 
The Advertising Club of New 


| Jersey last week asked the people 


of that state to select the out- 
standing citizen of New Jersey for 
the past year. John C. Williams, 


| president of the club, has ap- 


ointed a committee to make the 


sy = p 
And as his “interests” expand, | final selection from all the nomi- 


can get “the Young viewpoint,” to 


| he adds and trains assistants, who| nations received. 


Nominations should be addressed 


handle some of the problems. (A | to the Outstanding Citizen Award 


West Coast aide at Eagle-Lion, for 
example, is Walter Wanger. Be- 
fore long, you may expect ““Young- 
&-Co.”’ to prod the movie industry 
as it has the railroads.) 

But the whole setup still seems 


| to rest on the slender shoulders of 


Robert R. Young. And probably 

Young himself does not know en- 

tirely where he’ll go from here. 
One evening this tired David 


| Committee, 


| Newark. March 15 


Advertising Club of 
New Jersey, L. Bamberger & Co., 
is the final 
date for receiving nominations. 


Tailleur Joins Dorland 


Alexander Tailleur, who _ re- 
cently resigned as president of the 
Netherlands Publishing Corpora- 
tion, publisher of the Knicker- 


'bocker Weekly, has joined Dor- 


land, Inc., New York, as a mem- 


international public relations. (five feet six) seemed inclined to ber of the executive group. 


(ADVERTISEMENT ) 


| 
} 
What to do about mail order 


able orders. 


Loaded with ads that have 
parel, schools and courses, 


book is a handy reference 


when all advertisers are faced with higher in- 
quiry costs, is answered in a 30-page booklet 


prepared by Macfadden Women’s Group. 


Having watched mail order ads in its own 
pages pay since 1933, Macfadden Women’s 
Group now shows how small mail order ad- 
| vertisers— aswell as the biggest,most success- 
ful houses in the country —can reap large 
volumes of qualified prospects and _profit- 


types of mail order advertise 


copy leads and techniques. It shows the kind 
of ads that have been gaining profitable re- 
sults in the 6% million market of theGroup’s 
five magazines—True Romance. True Experi- 


1 
I 
{ 
prietaries, jewelry, agents. photographs—the I 
I 
I 
I 
| 
| 


lhe Ray - Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW YOU CAN INCREASE INQUIRIES AND ORDERS 


business tpday, ence, True Love 


Na 


Macfadden Women’s Group | 
ehed ¢ Il 205 East 42nd Street, Room 704 | 
click et ora New York 17, New York r 

rs—wearing ap- Please send me your booklet ‘* More and Better 
‘ ° © Inquiries..More and Bigger Orders..When You i 
cosmetics, pro- Sell by Mail.” f 
[] Advertising Agency Price $1.00 to others i 
’ Mail Order Advertiser 2 

for mail order : 

(Use letterbead) | 


m 
Address . ——— 
 — 


City 


and Photoplay. Each ad in this large collec- 
tion was hand-picked as a bread- winner — 
the real proof of success being that each one 
was repeated in the Group’s magazines. 


Send for this new booklet today. FREE if 


requested on advertising agency or mail 
order house letterhead. OR enclose $1.00 


usaanaaansaaneaneananunad 


and Romance, Radio Mirror 


OO 
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JUDICIAL CONFAB—These three picked an interesting corner of Exhibition 

Hall of the Los Angeles Public Library to talk over the third annual Exhibition 

of West Coast Advertising Art. Left to right are Charles F. Porter, Foote, Cone 

& Belding and president of the Art Directors Club of Los Angeles, sponsor of 
the event, and Judges Rene Weaver and Robert Wheeler. 


FITC Withdraws 


Ban on Parker's 


‘Guarantee Copy 


| WasHINGTON—Under the prod- 
‘ding of the U. S. Circuit Court 
of Appeals in Chicago, FTC last 
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‘amount of any charge for serv- | Quaker Promotes Odell 
icing or parts, are printed promi- | 


nently in a spot adjacent to ea ge ee Phe = pel sy a0 
promise. 


|Company, Chicago, has been ap- 
—- | poor manager of the company’s 
. /'Ken-L-Products dog food adver- 
Issues Trade Directory | tising. He has been with the com- 
| Sporting Goods Dealer, St.| pany for the past 10 years. 
Louis, has issued the 1948 Sport- | 
‘ing Goods 


Trade Directory in 


_week retracted a proposed “death three sections this year. Book one 
sentence” on the use of the ex- | contains a classified index of all 
| pression “unconditional guaran-| sporting goods and its manufac-| 
tee” in the advertising of Parker | turers, plus manufacturers’ repre-| ] 


Pen Co., Janesville, Wis. 

_ Since May, 1945, the commis- 
|}sion has been studying the court 
|/ruling which said it should be 


sentatives; book two contains a| 
list of trade names, importers, 
governing bodies of all organized | 
sports and trade associations, etc., 
and book three contains a list of 


‘possible for Parker to use the ex- jobbers and semi-jobbers. 
pression, even though it levies a 


charge for repair or replacement WLAD Appoints Mathers 


of parts when servicing pens. : 
Under the compromise, Parker) J0¢ Mathers, formerly in the 
sales department of Station 


‘may use “unconditionally guar- 
anteed” so long as the limitations | appointed commercial manager of 'eking for you. 
on the guarantee, including the! Station WLAD, Danbury, Conn. 


aad 


Don't bolster your sales quote—Beat it! 
WTHT, Hartford, Conn., has been Use BSN where the cash customers are 


L. A. Artists 


hh 


Win Top Awards 
in Annual Show 


Los ANGELES— Top honors in 
the field of advertising and edi- 
torial art this year again went to 
Los Angeles in the third annual 
Exhibition of West Coast Adver- 
tising Art, principally through the 
work of Pauline Annon, who 
marked up her second year as a 
big-time winner. The exhibition, 
sponsored by the Art Directors 
Club of Los Angeles, is on display | 
at the Los Angeles Public Library 
through Feb. 21. 

Judges awarded Miss Annon, | 
who created a series of outdoor | 


THE 


Shiawassee Story 


sy WGN oF cnicaco 


posters for J. J. Haggerty, Los | 
Angeles, the George Kleiser Medal | 
for the best 24-sheet poster. She | 
also collected prizes for the finest 
display piece, and the best news- 
paper black-and-white advertise- 
ment. 


Other Winners Named 


Other winners and the accounts 
on which they worked included: 
Robert Comport, Starret Company, | 
Los Angeles, best  black-and-| 
white trade ad; Lawrence Arnold, | 
Grayson Controls Company, Lyn- | 
wood, Cal., color trade ad; Wilson 
Cutler, Dana Jones Company, Los 
Angeles (for the Community 
Chest), mewspaper black - and - 
white; James Hastings, Berryland, | 
Seattle, packaging; Mortimer) 
Leach, Hunt Foods, Inc., Los An- 
geles, lettering; Stan Galli, Stand- 
ard Oil of San Francisco, news- | 
paper black-and-white; John Eng- | 
stead, J. W. Robinson, Los An-| 
geles, black-and-white consumer | 
photograph; Wayne Bagley, West | 
Coast Woods, Portland, black-and- | 
white consumer magazine; Leo | 
Politi, Script magazine, Los An-| 
geles, black-and-white consumer | 
magazine; Lyman Emerson, Co-| 
hama, Los Angeles, photos in color | 
consumer magazines. 

Art directors medal awards 
went to: Per Ruse, Script; Harold 
Kramer, Lockheed Aircraft Cor- 
poration; Will Connell, Richfield 
Oil Corporation, and Robin Park, 
for his work in behalf of the Ojai 
Valley Festival. 


Form Consumer Contacts | 


American Indians really had a way of saying things . . . SHISHIGN- 
MENINKING, for example, was their way of saying “‘place of the soft 
maples.”’ The name SHISHIGNMENINKING, however, being a little 
rough on the average vocabulary, was subsequently modified to a mere 
SHIAWASSEE, which then made it feasible to use as a suitable area 
name. Thus was Shiawassee County, in the good state of Michigan, born. 

And what is our interest in this particular county, over 200 miles from 
Chicago . . . well, to be perfectly honest, we’re proud to be the only 
Chicago station that covers the 41,000 or so folks in Shiawassee County, 
and we cover them at over the 30% level both day and nite*. . . proud, 
yes, but not particularly amazed since we have exclusive Chicago radio 
coverage in several other Michigan counties as well. 

From an advertiser’s standpoint the interesting thing about all this is 


the terrific “extra”’ circulation obtainable for his message only over WGN. 


*Authority: Broadcast Measurement Bureau 


Consumer Contacts, Inc., a com- 
pb.ete demonstration and sampling 
Service, has been formed at 381 
Bush St., San Francisco, with 
Leslie Cameron as managing di- 
rector. The company will provide 
manufacturers and advertisers of 
loods, household goods and allied 
Products with a sampling and 
Cemonstration service in retail | 
Outlets throughout the Bay area. 


Gannett Names Garrity 


Bernard Garrity, formerly me- 
Clanical superintendent of the 
hartford Times, has been named 
Production manager of the Gan- 


A Clear Channel Station... 
Serving the Middle West 


Chicagoll 
i illinois Ea | | | 
> 50,000 Watts @ if | Ail 
720 ‘aaa — pp , 
UN onvourpiat + sf) [a me? 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


MBS 
West Coast Representatives: Keenan and Eickelberg 
235 Montgomery St., San Francisco4 « 411 W. Fifth St., Los Angeles 13 
710 Lewis Bldg., 333 SW Oak St., Portland 4 


———— 


| 
nett Newspapers, succeeding John | 
A. Burke, who is retiring. | 
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Irwin Joins Cutler 


Joel L. Irwin, former promotion | 


Advertising in the Test Stage 


manager of the Courier Post'| 
Newspapers, Camden, N. J., has 
been appointed sales promotion 
manager of the Cutler organiza- 
tion, composed of Cutler Manu- | 
facturing, Cutler Sign Advertising | 
and Cutler Maintenance. 


| 


Holsum Opens 
Jingle Contest 


| chandise. 


A STUDY 
OF A 
GREAT 

| MARKET 


Now Available 


@ A new 4-color, 28-page book just 
released by the Courier-Express tells 
the story of a great market... one 
which has a larger population than 
any of 16 states, greater retail sales 
than any one of 17 states. Contains 
current and comparative pre-war 
data on: Population... Retail Sales 
... Wholesale Sales... Retail Out- 
lets... Farms... Housing... Business 
Activity ... Income ... Employment 
.--Payrolls... Bank Deposits... Bank 
Debits. 


Write for your copy. 
REACH BUFFALO'S BUYING POWER 


Morning and Sunday Newspaper 


Representatives: 
OSBORN, SCOLARO, MEEKER & CO. 


in Two Cities 


MILWAUKEE — With a Philco 


2500 television receiver (installed) | 
also 


ucts Company, a division of Jew- | dealers. 


ett & Sherman Company, has be- | 


as the grand prize, Holsum Prod- 


gun a weekly jingle contest here 
and in Chicago as a test campaign. 
The contest opened with 7 column 
by 170-line ads in the Milwaukee 
Journal and Chicago Tribune. 


A $125 Philco table radio pho- | 
/nograph and 125 prizes of assorted | , 
-Holsum products are offered as 
The company is}! 
promoting its Peanut Crunch and | 
Peanut Creme peanut butters, 


weekly prizes. 


‘Holsum jellies and _ preserves, 
‘olives, salad dressings, pickles and 
| coffee. 


The principal feature of each 
week’s contest is a “Who Am I?” 
jingle in which a famous man or 
'woman of the past is described in 
verse. Contestants are asked to 
send in a two line jingle using the 


name of the subject described, to- | 


gether with the greater portion of 


a label from one Holsum product | 


packed in glass or tin. The con- 
test will be judged by the Reuben 
H. Donnelley Corporation, Chi- 
‘cago, and winners will be an- 


‘nounced in succeeding advertise -| 


| 


| ments. 
| According to Einar Gaustad, 
advertising manager for Holsum, 


sales tests ... quick answers 


Grocery product sales 


. advertising ... products... 


packages, 


managers 
like the speed of Burgoyne answers 
to questions about their new plans 


ern Wisconsin, is 


and farm lands. 


These clients have their sales tests 


“custom-made” to their needs and 


pocketbooks. 


‘They select typical markets such as — 2714 millions . . 
Rockford, Canton, and Syracuse 


Metropolitan population... 
area... 


115.600. 
377.854. 


Trading 


Wage earners in area: 150.- 
monthly payroll: 
. retail) 
mil- 


GWU ses 


1947: 117 


food sales 
lions. 


and measure the results in terms of 


actual sales... thriftily. 


May Burgoyne set up a research 
plan tailored to fit your problem / 


ROCKFORD MORNING 
STAR & REGISTER RE- 
PUBLIC in ‘first fifty’ in | 

Now | 
read in 74.000 homes in 13 
counties. 


display advertising. 


Rockford area 
Ideal-test-city-news paper ! 


Burgoyne iatie’ i cithile 


DIXIE TERMINAL 


CINCINNATI 2, OHIO 


| the object of the contest is to ob- 


tain wider distribution of Holsum 
products and to sell more mer- 
It is planned to use the 
campaign in other cities. 

In addition to the once-a-week 


| newspaper insertions, window and 
|store display posters, shelf stick- 


ers, package stuffers and thou- 


|sands of “Who Am I?” buttons for 
|store clerks and their customers 
The campaign | 
includes special prizes for | 


are being used. 


Klau - Van 


Standard Milling 
Tests 3 Premiums 
in Three Markets 


Cuicaco—An unusually low 
cost per inquiry resulted from a 


jpremium offer of a plastic bow] | 


cover set made by Standard Mill- 
ing Company in St. Louis. 

“Starting last November, the 
company ran eight 300-line ad- 
vertisements for the set in the St. 
Louis Post-Dispatch. Copy told 


The Rockford market, 13 
of the richest counties in 
northern Illinois and south- 
almost | 
unique in the extent and) 
diversification of industry | 


Cut OUT THIS 
TURKEY PICTURE 
FROM ARISTOS BAG 


Lewwececeee 


interested readers that they could 
get the set with a turkey picture 
cut from a bag of the company’s 
Aristos flour. 

The company’s premium test 
campaign differs from most simi- 
lar drives in that the three mar- 
kets are being used indefinitely. 

The three premiums include the 
bowl cover set, combination ball 
point pen and key holder, and 
aprons. Copy runs bi-weekly in 
Buffalo, Kansas City and St. Louis. 

John W. Shaw Advertising di- 
rects the Standard Milling Com- 
pany account. 


ALBERS WILL TEST 
CANNED DOG FOOD 


| SEATTLE—To round out its line | 
w oc KiF 0 R D of dog foods, Albers Milling Com- | 

|pany has announced it will later | 
introduce Friskies| 
supplementing | 


this year 
canned dog food, 
Friskies cubes and Friskies meal, 
described by the company as “the 


biggest-selling dog food in the)! 
West.” 

The product was developed by 
scientists and veterinarians at 


Albers Research Kennels and Al- 
bers Laboratories, Seattle, and is 
described as a “complete, bal- 
anced nutrition for dogs” of all 
'sizes and breeds. 


|vertising will be used to promote 
| the introductory campaign in test 
| markets. 
Erwin, 
agency. 


Palo Alto Club Elects 


& Co. is the 


Wasey 


Douglas Guy, Special Publica-| 


tions, Palo Alto, Cal., has been 
elected president of the newly or- 
ganized Palo Alto Advertising 
Club. Harry Millett is secretary- 
treasurer. 


Form Video Sales Firm 


Francis Ouimet and L. Sherman 
Adams have formed the Universal 
Television Sales Company at 70 
Brookline Ave., Boston. 


Pietersom - Dunlap | 
| Associates, Milwaukee, is the 
| agency. 
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ea) GAIN AND LOSS PERCENTAGES —52 CITIES 
gq 
MONTH 
DECEMBER 1947 - 1946 Loss GAIN 
CLASSIFICATION | mace | 4 10 30 40 50 60 

RETA 15.9 1 | 
a 114 
AUTOMOTIVE .| 52.7 = 
FINANCIAL 0 4.9 emt | | 
TOTAL DISPLAY 15.9 | | 
CLASSIFIED 9.1 pe | 

TOTAL ADVERTISING.| 14,5 
DEPARTMENT STORES.| 13.9 } | 

ACCUMULATIVE 

JAN, 1-DEC.31, 1947-1946 | Loss GAIN 

es 1 ee 19 ! 40 50 60 

RETAIL... 16,1 y 7 | a i 
CENRAL | 18 
AUTOMOTIVE... | 63,1 
FINANCIAL... | Ta ooo 
TOTAL DISPLAY... | 17.5 | 
CLASSIFIED... | 18 
TOTAL ADVERTISING 16.1 — 
DEPARTMENT STORES | 12.4 - | | 


NEWSPAPER LINAGE GAINS IN DECEMBER—The automotive classification 
led in December with a gain of 52.7% over December, 1946, according to Media 
Records’ measurement of newspaper linage in 52 cities. In the yearly record, 
Jan. |-Dec. 31, 1947 automotive beat other classifications with a 63.1% gain, 


compared with the same period of 1946. 


12-month 


Total advertising gained 16.1% in the 
period. 


Research Doesn’t 
Kill Imagination, 
Says Frothingham 


| ing in research to throttle the im- 


|tain this excellence, he said, the 
‘time allotted to the project must 
_be adequate; the results obtained 
|/must be projectible to the whole} 
‘of the market; 


| sense, 


Newspaper and magazine ad-/| 


Los ANGELES—“There is noth- 


agination, and in fact good re- 
search should reinforce creative 
thinking,” declared Roy S. Froth- | 
ingham, Facts Consolidated, San 
Francisco, speaking before the 
Advertising Club of Los Angeles. | 

Research often fails in its ap- 
plication to marketing because of 
the lack of “technical excellence,” 
Mr. Frothingham stated. To at- 


the conclusions | 
must be sound and make good | 


and the recommendations | 
must be practical and such that | 
they can be carried out. 


“The employment of the best | 


method of sampling, interviewing, 


tabulating, visualizing and report- | 


ing is the proper function of the 
research organization whose busi- 
ness it is to know from experience 


what is the best way of handling | 
each project,’ Mr. Frothingham | 
said. His experience has been that | 
there should be a distinct division | 


between the relations of the ad- 
vertising agency and the research 
organization with the client. Re- 
sults are best obtained when the 
research organization deals only 
with the client in the planning 
and execution of the project, he 
said. 


Appoints Delaney 


C. Glover Delaney, station man- 


ager of WTHT, Hartford, has been 


named president of the Connecti- 
cut State Network, Inc., a new 
organization of Connecticut radio 
stations. Paul Baumgartel, office 
manager of WTHT, has been ap- 
pointed secretary of the network. 


Pliantform to Harris 


Pliantform Foundations, Inc., 
New York, manufacturer of bras- 
sieres, girdles, and all-in-ones, has 
placed its advertising with Ralph 
Harris, Advertising, New York. 
Magazines, Sunday supplements, 
trade publications and direct mail 
will be used. 


S S Rubber Cement Co. 


Again taking orders for pre-war 
quality 


Artists’ Rubber Cement 
ARTEX BRAND 
Gallon — $3.50 Quart — $1.25 


CEN. 3373 
314 N. Michigan Ave. Chicago |, Il. 


Collins Miller & 
$ Hutchings 


INCORPORATED 
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Phillips Predicts 


50 Video Stations 
Operating by ‘49 


New YorK—A banner television 
year was forecast last week by 
Lawrence Phillips, director of the 
DuMont television network, when 
he predicted that 50 stations will 
be in operation before the end of 
the year. 

Speaking before a_ luncheon 
meeting of the Advertising Wom- 
en of New York, Mr. Phillips said 
he expects receiver distribution to 
hit the three-quarter million 
mark in 1948, network facilities 
to expand and more and better 
video programs. 

“To quote a competitor—if I 
may—it really begins to look like 
television will be a $500,000,000 
industry before the end of 1948,” 
Mr. Phillips said. “As an adver- 
tising medium, television prom- 
ises to be the greatest mover of 
goods ever conceived.” 


9 at Start of ’47 


Mass Distribution, Ads 
Theme of New Drive 
The American Weekly has 


started a new campaign built 


around the theme of “The Miracle 
Called America,” emphasizing the 


|part played by mass distribution 


Mr. Phillips pointed out that in | 


January, 1947, there were but 
nine television stations in opera- 
tion in six cities in the United 


States, but during the past year | 
nine additional stations have been | 


built and put into operation, 
bringing the station total to 18 in 
12 cities. In addition, Mr. Phillips 


emphasized that 56 grants have! 


been issued and some 82 applica- 


tions for station licenses are pend- 


ing before the FCC. 


“Last month, 181 major adver- | 
tisers were making regular use of. 
commercial television facilities— | 


both network and local,” he re- 
ported. “‘“Regional networks in the 
Midwest and on the West Coast 
are also being developed, and it 
is expected that by the end of 
1950 cable lines will be available 


coast to coast from New York to 


Los Angeles.” 


The important points advertis- 


ing people should remember about 
television, Mr. Phillips told the 


advertising women, are that video. 


appeals to two of man’s five 
senses, sight and hearing, and that 
the visual impression is the pre- | 
lominant one for putting ideas 
across; television requires con- 
centration on 


the part of the, 


viewer which is not required in| 


radio, therefore there is no com- 
petition for 
sage: and, because there is con- 


the commercial mes- | 


centration, the show must be good. | 


Y&R’s Forbes Speaks 


William E. Forbes, 
of the television department at 
Young & Rubicam, predicted that 


supervisor 


by the end of 1948 the number of | 


television families 
York metropolitan area would be | 
equal to the total number of fami- 
lies in Cleveland, Baltimore, or | 
Washington. 

As to set owners’ reactions to 
television, Mr. Forbes reported the 
results of a recent video survey 
in which 71% of the set owners in 
‘his area said television was | 
‘wonderful,” 19% said “good,” | 
i” “fair,” and only 3% were dis- 
appointed. He reported that the 
iverage viewer tuned in on his 
se: 17 hours a week out of the 42 | 
iours of television service. i 

Speaking on television commer- 
ials, Mr. Forbes reported that a 
ecent survey showed that 68% of 

audience identified sponsors 
‘th programs correctly. 


Two Join Biow Co. 

stuart Harding, formerly media 
Lyer of Foote, Cone & Belding, 
an Francisco, and Fred Warner, 
‘omer art director of Hannah 
Acvertising Company, have joined 
‘he San Francisco office of Biow | 
Company. 


N 


in the New| 


|and the part played by advertis- 


ing in it, with each ad centered 
around a particular product. 


The full-page series will run) 


monthly in 10 newspapers, a sup- 
plement, and advertising business 
papers. J. Walter Thompson Com- 
pany is the agency. 


Issues Circulation Info 


Putman Publishing Company, 
Chicago, has issued a_ 16-page 
booklet, entitled “Facts of Indus- 
trial Publishing,” which gives the 
pros and cons of the two types of 
circulation, net paid, ABC, and 
controlled-CCA circulation meth- 
ods. 


Starch Adds ‘Inquirer’ 


Beginning with the March 19 


issue, the Philadelphia Inquirer 
will be checked each month by 
the Starch Newspaper Advertise- 
ment Readership Service. 


LESS THAN 
 ADIME - 


you can reach 1,000 prospects the 
fell page for *7.60 


The Eagle Magazine with 1,052,000 circulation, is the fastest growing 
fraternal publication in its field, and the following figures taken from 
Standard Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE MAXIMIL MINIMIL 
Eagle 3.74 3.56 
Elks . . 5.10 4.84 
Foreign Service ° 4.42 4.12 
a a 8.24 7.84 
EM AI ATI ET EE. EIN LIER “ 


a a ES chew Nestea cir One AE ae 


JOBBER 


MGR sore ES Fa Ea 


a 


Hundreds of thousands of carloads 
of an infinite variety of building ma- 
terials are on the road to wholesalers 
and jobbers, whose executives and 
salesmen read American Builder. 


BUILDER 


American Builder is the standby 
with builders of light construction— 
the largest and strongest list of vol- 
ume buyers reached by any magazine 
in the building field. 


DEALER 


Out from the jobbers’ warehouses go 
building materials to fill dealers’ 
orders. American Builder reaches the 
dealers who handle more than 85° 
of the building material volume. 


Pera rae 
Sud ames 


\merican Builder's 


Subscribers 


RICAN 
VaR 


eet 2 a8 Es, 


the largest and strongest 
group in the light construction 
industry, covering 

every vital point-of-sale. 


A 


ip FACILITATE the movement of a building product 

through the established channels of distribution 
and to assure its application or use on a construction 
job, requires the approval of the primary factors who 
control buying at three strategic points — the whole- 
saler’s warehouse, the retailer's yard, and the point of ap- 


plication at the construction Site . 


. Obviously, all three 


factors must agree that the product is salable; that its 
performance is up to accepted standards. Any disagree- 
ment by any factor may mean “no sale” for the product 

With strategic distribution of its circulation covering the 
primary factors — wholesalers, retailers, and builders — 
American Builder exerts a powerful influence over the en- 
tire range of movement of building products from the man- 


ufacturers’ plants to final application or sale. 
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Apparel Unit Moves 


The headquarters of the Na- 
tional Association of Women’s and 
Children’s Apparel Salesmen has 
been moved from St. Louis to 215- 
216 Bona Allen building, Atlanta. 
Marshall J. Mantler, recently 
elected executive director, is in 
charge of the office. 


Offers Shoe Info 


Boot & Shoe Recorder, New 
York, has prepared a_ booklet 
called “Shoe Production and Con- 
sumption Trends,’ which reviews 
the industry’s accomplishments in 
1947 and gives a summary of the 
— and possibilities for 


Can You SELL 


very few years. 


logical “social security". 


Address Box 6963, 
100 E. Ohio Street, Chicago 11, Illinois 


FINE LITHOGRAPHY to Advertisers ? 


Here's some real money for one or a pair of salesmen who now 
feel they are coming out on the short end. We are in a posi- 
tion to turn out up to a quarter million dollars more of fine 
lithographic reproduction yearly. 
your efforts if you can sell this production and there also 
is the opportunity to boss the entire job yourself within a 


You will be well paid for 


In what is relatively a very short period of time—with prac- 
tically no war work whatever—we have built a plant and an 
organization with a reputation of doing things just a little bit 
better than the other fellow, and have no interest in the type 
of salesman who must give away his shirt to get an order., 


We are seeking finished salesmen who for some time have 
definitely proved they can produce sales, but who recognize 
that a day is coming when the "old dogs” will give away. 
Here's a chance to move in on a situation where you will be 
given every opportunity to make for yourself the only true and 
It is a “natural” for men with crea- 
tive ability. We are within 100 miles of Chicago's Loop and 
can offer facilities for the most intricate job of Process Plate 
making to any type of finishing known. Your reply will be seen 
by no other than the writer of this advertisment and will be 
held in the strictest confidence. 
done and KNOW YOU CAN DO. 
your present connection, you would know about it. 


Just tell me what you have 
If this situation was with 


ADVERTISING AGE 


RATES: 60¢ per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines 
25 letters and spaces per line; light body face 44 per line. Hox numbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple insertions and space over S inches apply on display 


HELP WANTED 


POSITIONS WANTED 


POSITIONS OPEN 
With agencies, advertisers, publish- 
ers, ete., for both men and women. 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. exp. 

185 N. Wabash, FRA, 0115, Chicago 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personne!l 
209 S. State St.. Har. 2063, Chicago 


Jr. Copy-Engrng Deg........... $300 
ks ace &orela bo 49 $350 
MereRamdise Mr. .....ieeccecs $375 
Account Executive .......... OPEN 
ee eer ree $350 
Artists—Top Salaries. 
SHAY AGENCIES 

30 W. Washington, Chicago 2, Ill. 
Field Editor wanted for top sec- 
tional construction journal. Must 


know how to use Speed Graphic. 
Knowledge of advertising would 
help. About two weeks travel each 


month, Position offers good future 
to the right young man. Give com- 
plete information including expected 


salary in first letter. Our = staff 
knows of this ad. 
Box 9446, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


Retail Sales Promotion Mer. for ag- 
xressive Conn. dept store. Must be 


experienced, original, and able to 
write copy. Confidential. : 
Box 9447, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
Advertising Agency Controller 
Small, new, growing agcy wants 
man or woman with agcy experience 
(billing, checking, bookkeeping) to 
run financial dept., manage office. 


SPACE SALESMAN 


We need exclusive services of space sales- 
man to cover Ohio and the western 
Pennsylvania territory. Headquarters in 
Cleveland or Pittsburgh. Must have abil- 
ity to contact and close high type of 
business executive in fields served by our 
three magazines . . . GAS, utility indus- 
try business popes with national circula- 
tion; BUTANE-PROPANE News, leading 
nation-wide book in liquefied petroleum 
gas field; WESTERN METALS, which cir- 
culates to the metal industries in the 
eleven western states. Tell all in first let- 
ter . . . age, education, training, experi- 
ence, references, salary requirements,. 


JENKINS PUBLICATIONS, Inc. 
1709 West 8th Street 
Los Angeles 14, California 


ARTIST 
WANTED 


Advertising Agency located in 
small Ohio city near larger cen- 
ters has unusually attractive 
opening for top-flight artist who 
can do both layout and finished 
work. National accounts. Pub- 
lication and direct mail. 


Box 6962, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


COMPANY 
ADVERTISING MAN 


Required by 
Financial Institution 


Age: 28-32. Education: College graduate. 
Experience: 2 to 4 years copy-writer in an 
agency Position: Assist agency in pre- 
Paring copy, become sufficiently familiar 
with company operations to recommend 
revisions and to submit ideas for use by 
agency. Experience in preparing news- 
paper publicity desirable 


Box 6968. ADVERTISING AGE 


100 E. Ohio Street, Chicago I, Illinois 


WANTED 
A HIGHCLASS ADV. EXECUTIVE 


For a brand new point of sale pro- 
motion. Must have national 
contacts. 

Box 6966, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


| The richt man 


food ° 


HERE YOU ARE 


MR. ACCOUNT 
EXECUTIVE 


lf you have active accounts, and 
would like a connection where your 
accounts will receive the kind of serv- 
ice you think they should have, where 
you will have a congenial association 
and a real opportunity to make money, 
you will find it profitable to answer 
this advertisement. Financially strong, 
well-known Chicago Advertising Agen- 
cy with a fine list of accounts and an 
excellent reputation. Replies held 
strictly confidential. Our own per- 
sonnel knows of this advertisement. 


Box 6964, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


HERE'S A MAN 


with New York advertising experience 
who wants to. stay in Southern Cali- 
fornia. Fifteen years in sales promo- 


tion and advertising, seven of which 
were with two top-flight advertising 
agencies i 
large 


as Account Executive on 
national accounts. He wants 
agency or advertiser connection where 
ideas, enthusiasm and horse sense wil! 
count. He is personable, seasoned 
and capable. His resume of experi- 
ence will prove interesting. 


Please write’ Box 6965, ADVERTIS- 
ING AGE, 100 East Ohio Street, 
Chicago 11, Illinois. 


WANTED 


One or Two-Man Agency 


Nationally known medium sized Chicago 
4-A Agency, with well diversified accounts. 
can provide strong support to one or two 
men who have ability greater than their 
present financing and facilities. 


(or men) can strengthen 
position with clients by materially im- 
proving the service and facilities available 
to them, and without submerging indi- 
viduals identity on present or future busi- 
ness. Correspondence will be exchanged 
in strict confidence. 


Address Box 6970, ADVERTISING AGE 
100 E. Ohie Street, Chicago 11, Illinois 


Should have comptroller’s point of 
view but be willing to keep books 


| while growing. Our employees know 


about this ad. Write complete ex- 
perience, age, salary. y . 
Box 9438, ADVERTISING AGE 


1330 W. 42nd St., New York 18, N. Y. 
WANTED Good all-around artist 
|who can make snappy layouts, do 


| some figures and lettering and man- 
age art department for a progressive 


mid-west agency. Should be young 
and experienced. State salary needs 
and character in first letter. Few 
samples requested. 
Box 9439, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Advertising executive with retail 


furniture experience to assist owner 
long established, well financed, syn- 
dicate furniture mat service _busi- 
ness: substantial salary real op- 
portunity to grow with live organ- 
ization 5-day week; write: 

R. Cc. Banker & Co., 243 W. Congress 
St., Detroit 26, Michigan 
Editor and Advertising Assistant 
to plan, write and supervise pro- 
duction of external house organ and 
other direct mail advertising for 
midwest manufacturer located in 
small community. Young man with 
journalism degree preferred. Jour- 
nalistic experience, with emphasis 
on advertising, required. Excellent 

opportunity. 

a ob 9444, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 
POSITIONS WANTED 
PRODUCTION EXPERT 
15 years thorough production in two 
top agencies—previously 5 years 
lithography — creative perception — 
good knowledge all phases graphic 

arts. 

~ 9434, ADVERTISING AGE 5 
330 W. 42nd St.. New York 18, N. Y. 
N. Y. REP. FOR PROFESSIONAL 
DRUG, COSMETIC PUBLICATION 
Experienced agency executive, long 
handling national accounts in these 
fields, wants to increase linage for 
publisher by intelligent selling 
based on sound plans and ideas. 
Fine personality; best references; 
knows key people in agencies and 
advertisers. 
“> 9435, ADVERTISING AGE 2 
3230 W. 42nd St., New York 18, N. Y. 

COPY WRITER 
Opportunity to write free lance 
copy. Mature woman wants to con- 
tact firms using assignment writer. 
Diversified business and _ creative 
ap Vv . 
hh Zessie Auchey, 2902 Bewick 
Avenue, Detroit 14, Michigan 


ART AND PRODUCTION 
College art background not utilized 
as Production Manager trade maga- 
Desire opportunity for crea- 


zine. y eu- 
tive layout and production. New 
York only. ; 

30x 9441, ADVERTISING AGE 


| 220 W. 42nd St., New York 18, N. Y. 


| 
| 


| 


| 
| 
|tacts have been 
| 


AVAILABLE: 

Salesman or salesmanager position: 
10 yrs. sales experience, graphic 
arts, point of purchase displays, 
merchandising ideas, Seek new con- 
nection. Present position located 
near Chicago. Will move to any 
part of country for right offer. 30 
yrs. old, married. 

Box 9443, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
AD MAN 
32...a rare combination of planner, 
creator, lively copy writer, top- 
noteh layout-artist and production 
man who can do a complete job him- 
self or intelligently and effectively 
direct agency or staff. Seeks respon- 

sible position with good oppor. 
Box 9445, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


SPACE & TIME BUYER 
Comprehensive experience. Top- 
flight secretarial background. Can 


assume entire media load of average 
agey or serve as valuable Right 
Hand to Big-Time Director. 

Box 9449, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SPACE SALESMAN AVAILABLE 
Desire connection with A trade or 
consumer publication. East 7 years 
with leading business/ paper pub- 
lisher in midwest territory. Age 37. 
Proven ability in magazine space, 
catalog space and direct mail sales. 
Box 9450, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


Est. one-man NY office can handle 
third industrial pub. comm. basis. 
Even $1000 yrly income of interest. 
Box 9436, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 
BIG COMMISSION CHECKS 
WANTED: 
If you want big volume and like to 
mail big commission checks I’m 
your new eastern representative. 
Get the details of my 15 year record, 
Box 9440, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
LOOKING FOR WEST COAST 
MANAGER OR REPRESENTATION? 
Here’s your chance for sound man- 
agership for your Los’ Angeles, 
Hollywood, or Southern California 
office. Wire or write this thoroughly 
experienced 
executive, 


widespread con- 
developed over an 
eleven year period. He knows radio 
inside out, from 20 years’ experience. 
Constantly works with stars on tes- 
timonials and illustration tieups. 
Knows television and 16-mm. adver- 
tising and training films. In position 
to do special assignments for agen- 
cies requiring specific work in 
Southern California. Owner of nice 
home in Los Angeles, good civic and 


whose 


agency-public-relations | 


Signature 
af Hospilasty 


CRYSTAL—Imperial Glass Corp. will 

use half-pages and full-pages, both in 

four colors and black and white, in a 

spring and early summer campaign 

boosting its Cape Cod crystal. Wom. 

en's service magazines will carry the 
copy. 


Smooth Skinned 
Siren Works for 
Cuticura Spots 


New York —Fairy tales and 
fantasy are features of Potter 
Drug & Chemical Corporation's 
new radio spot series, which be- 
gan this month over 50 radio sta- 
tions for the advertiser’s Cuticura 
soap and ointment. 

Sample spot, which uses 
variations, runs: 

“When mermaids emerge from 
the tadpole stage, they’re taught 
to swim in a pearl-lined swim- 
ming pool. But one mermaid al- 
ways cut classes. When Neptune 
heard about it he raged ... she 
explained . . . a mermaid’s scales 
do not cover her back, and with 
all those blackheads and pimples, 
it was just too embarrassing to 
take coed swimming lessons. Nep- 


15 


credit standing. Ability and and 
wide experience qualifies for big 
league, first-class job. Any agency 
or large organization requiring 
sound showmanship and judgment 
in its west coast contacts with pub- 
lic, dealers or own personnel 
profit by contacting 

Box 9437, ADVERTISING AGE 
100 E. Ohio Street. Chicago 11, 

REPRESENTATIVES WANTED 
Established plumbing htg. whole- 
saler business paper seeks compe- 
adv agents Detroit-Pitts-Phila 
. areas. Comm. basis. Draw acct 
considered. 

Box 9442, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 
Advertising Agency in Chicago 28 
years, serving banks chiefly; na- 
tionally known for original, high- 
quality folders, monthly statement 
enclosures, personnel messages, 
newspaper mats; promising’ side- 
lines; own printing facilities; $50,000 
yearly sales. Selling to settle estate. 

Box 9448, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ANIMALS, RURAL SUBJECTS 
Top-notch illustrations and paint- 
ings. Any medium. 


Art Valley Farm, Bartlett, Tl. 
Phone Bartlett 2821 (Subr. Chgo) 
Chgo Rep: Randolph 8808 
KROM-A-TONE POST CARDS 
The newest most economical way to 
display any product. Samples and 

prices on request. 


GRAPHIC ARTS PHOTO SERVICE 
365-B, Hamilton, Ohio 


will | 


T1l. | 


jtune laxed: ‘Daughter, put this 
| shell to your ear and listen.’ ” 
Then comes a singing jingle, 

| standard throughout the series— 

CUTICcCgvRA 

Call for Cuticura 

It’s fragrant and purer 

Mildly medicated, too— 

It’s grand for you and you! 

The spot continues with the 

story, the mermaid found a ship’s 
store stocked with Cuticura, and 
| with smooth skin learned to swim 
‘and “soon graduated to the siren 
class. She is especially successful 
in luring sailors off their course.” 
The announcer sums up, “Do you 
want to be a siren?” and recom- 
| mends Cuticura. 
| The jingle was composed by 
John P. Atherton, radio director 
of Atherton & Currier, the agency 
on the account, and son of the 
|agency’s president, J. William 
Atherton. The younger Mr. Ath- 
erton composes other things be- 
sides radio spots, and last year was 
invited to be a guest conductor 
at Oberlin College’s mid-winter 
music festival. 


| 


Out of print, hard to find books my | 
specialty. Send titles of any books | 
wanted, and let my personalized | 
service locate them for you quickly | 


‘Time’ Opens 2 Offices 


and reasonably. Della H. Montgom- . 
ery, R. No. 6, Box 53B, South Bend, Time, New York, has opened 
Indiana. |new advertising offices in Atlanta 


and Los Angeles. Joseph A. \ 


McArthur Boosts Martin 


| Milton F. Martin, who has been 
‘with McArthur Advertising Cor- 


poration, New York, for the past 
year, has been elected vice-presi- 
dent in charge of sales and a di- 
rector of the company. Prior to 
his affiliation with McArthur, Mr. 


ACCOUNT EXECUTIVE WANTED 


We need a man with proven sales ability 
who understands and can talk merchandis- 
ing, media and sampling techniques with 

top executives. The accounts are in the 
drug and grocery field; but we are more 
interested in ability than connections. 
Please do not apply unless you are worth 
at least $15,000 yearly. Call Andover 
586! for an appointment. 


Martin was assistant general sales |Donough, in Time’s Philadelphia 
manager of U. S. Industrial Chem-| Office, has been named manage 
icals, Inc. |of the Atlanta office in the Rhodes- 


cntsnmmaiimeanilaly |Haverty building, and Robert 
° |J. Carey, of the Chicago office, !45 
Kimball Elects V.P. |been appointed manager of tie 
Kay Long, former managing edi- | Los Angeles office at 530 W. Six!) 
tor and assistant to the publisher | 5t- 
of Junior Bazaar, New York, has | 


been appointed vice-president and| CCAB Reelect Trenholm 
fashion director of Abbott Kimball | Lee het ubllc relatic 
Company, New York. |manager of Provincial Paper Lt¢.. 
be been reelected —— 
the Canadian Circulations Au 
Debutogs Names Agency | Board, Toronto, and F. A. McLe: 
Debutogs, Inc., New York,|Canadian Ingersoll-Rand Con 
manufacturer of women’s rain-| pany, Montreal, has been reelect 


wear, has appointed Advertising | vice-president. John A. M. Galil 
Ideas, New York, to handle its|has been named secretary-trea°- 
advertising. | urer. 


Advertis 
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Four A's Asks 
Long Rate Safety 
from Broadcasters 


(Continued from Page 1) 
are not used. Where no reserves 
have been provided, and rate in- 
creases occur, then the advertiser 
must curtail. 

The board said it recognized the 
difficulty of maintaining the tra- 
ditional 12-month rate protection, 
but it asked that those broadcast- 
ers who can not now use it re- 
sume it as soon as they can. 


96 Media Adopt Discount 


The board discovered that, dur- 
ing 1948, 96 individual media, in- 
cluding large publications and 
radio stations, have adopted the 
2% cash discount; during the same 
period, 44 discontinued it, but the 
Four A’s says that this group con- 
tained no large operators. 

Radio drew particular fire. It 
is the “major danger spot in the 
advertising financial picture,” said 
the association, and Frederic R. 
Gamble, president, said that in a 
period of rising credit losses “radio 
definitely will get clipped.” 

John C. Cornelius, chairman of 
the board of the Four A’s and ex- 
ecutive vice-president for the West 
of Batten, Barton, Durstine & Os- | 
born, laid radio’s lag in instituting | 
the discount to the fact that broad- | 
casters have not experienced busi- | 
ness cycles as other media have, 
and pointed out that only 43% of 
broadcasters fix a definite due date 
in their rate cards. The remaining 
57% either fix no due date or use 
a statement like “bills payable 


when rendered.” ha 


Show 94% Compliance 


In newspapers, only 85 publish- | 
ers and 102 papers are now out of 
the discount fold, giving the field 
a 94% compliance. Some 1,329 
business papers, more than 82% 
of those allowing agency commis- 
sions, also grant the discount. 
General magazines are virtually 


Otherwise, the Four A’s board: 
1. Examined a chart drawn up 
by the committee headed by Fair- 
fax Cone, Foote, Cone & Belding, 
showing the various areas of ac- | 


tivities of the association with 
other groups; 
2. Reaffirmed support of the! 


Advertising Council, and renewed | 
its contribution for the year which | 
begins March 1; 

3. Decided to broaden the Four | 
A’s examination plan (AA, Feb. | 
16) and said that results would | 
be distributed to other interested 


organizations, as well as in the| 
agency field; | 

4. Approved the motion of. 
Henry M. Stevens, J. Walter. 


Thompson Company, providing for | 
a slide film and booklets to pre-| 
sent the seven Four A’s research | 
rojects to members and regional 
meetings; 


Membership Is at Peak 


5. Learned that membership is 
at a peak: 211 active members, | 
active applicants, 32 inactive | 
plicants (the latter group con- | 
ting of agencies which have not 
had sufficient time in _ business, | 
temporarily lack financial stabil- | 
ity, ete., but who receive consid- 
able help from the association 
nding their qualifying for mem- 
rship); 
6. Heard that a sixth council 
the association has been formed, 
Michigan, with H. G. Little, 
impbell-Ewald Company, presi- 
nt; Fred C. Foy, J. Walter 
ompson Company, vice-presi- 
dent; and Ralph Wolfe, Wolfe- 
J ckling-Dow & Conkey, secretary- 

asurer; 

7. Formed a standing commit- |, 


tr 


o> 


—_ 


tee on art work and photography, 
which is to set up professional 
standards in the field, and develop 
a standard agency order blank for 
art and photo work; 

8. Heard that the Four A’s ex- 
port information bureau had 
handled 902 inquiries from 192 
member offices during the first 
year of its existence. 


Printing Group Elects 

Eugene Baron, Pacific Press, has 
been reelected president of the 
Los Angeles Printing Industries 
Association. Harry Wood, Wayside 
Press, has been elected vice-presi- 
dent, and Harrison Chandles, 
Times-Mirror Press, secretary- 
treasurer. 


Tiley Heads Starbuck 


Charles A. Tiley, vice-president 
and general manager of Starbuck 
Manufacturing, Inc., paper prod- 
ucts, Greenfield, Mass., has been 
elected president, succeeding the 
late Herbert A. Starbuck. Charles 
H. Porter succeeds Mr. Tiley as 
vice-president. 
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8 GOOD REASONS FOR TESTING THIS MARKET 


Advertisers and agencies point to South Bend, Indiana as 
a top test market. They listed eight reasons— in a Sales 
Management survey —for their choice. 1. Strong newspaper 
of adequate coverage. 2. Good tests in past. 3. Prosperous 
town. 4. Industries near farms. 5. Good secondary market. 
OHIO 6. Isolated from outside influences. 7. Industrial community. 
8. Typical of its region . . .Write for your free copy of our 
market data book entitled “Test Town, U.S. A.” 
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STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


Advertised brands are the leaders in chain grocery store 
sales. The chain grocery is a woman’s assurance that 
here she can obtain high standard quality with economy. 


FAMILY CIRCLE is bought by 1,500,000 housewives in 6000 
American, Colonial, First National and Safeway chain 
grocery stores. Every reader is a customer . . . and every 


advertiser in FAMILY CIRCLE is making his bid for leadership. 


Are you guiding the FAMILY CIRCLE housewife to your 
product on the shelves of these 6000 stores? 
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Whitney Reveals 
Corning Policies 
on Flavor-Saver’ 


(Continued from Page 1) 
ment down to the punch-press op- 
erator and the field salesman are 
the key to more efficient distribu- 
tion; or, as Mr. Whitney prefers 
to call it, “cutting the costs of 
distribution—the easy way.” 

Calling for volume to cut costs, 
Mr. Whitney said, “We believe top 
management should look at the 
whole gamut of distribution. We 
feel that a coordination of policy 
across the whole distribution func- 
tion will build volume and wipe 
out costs of unnecessary duplica- 
tion.” 

That’s where the pie plate and 
chart came in. 

An alert department store offi- 
cial at Chicago, hearing women 
ask for a pie plate that would 
keep berry juices from running 
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e 

e 


Get Your 


Using... 


Share By. 


|out and burning on the oven, de- 
veloped and patented a dish with 
raised, fluted edges. That held 
the juices. Corning took up the 
manufacturing on a royalty basis, 
and the inventor has since col- 
lected $250,000 in royalties. 


Lists 26 Steps 


But long before starting pro- 
duction, Corning laid out a co- 
ordinated program for manufac- 
ture and distribution. Mr. Whit- 
ney was then director of adver- 
tising and sales promotion for the 
company. His current chart, list- 
ing 26 steps in the program, 
graphically wrapped up the deal. 
Here are the steps: 

1. Product requirements: Corn- 
ing obtained the rights to the 
product and coined the selling 
name, “Flavor-Saver.” 

2. Market acceptability: Would 
housewives buy? Outside market 
research organizations reported: 
Yes. 

3. Product design: Sales and 
advertising staffs were brought in 
to help on product design. One 
clear gain: The addition of 
handles, providing another sales 
point. 

4. Product manufacture: How 
the product is manufactured af- 
fects price and sales. As first de- 
signed, the pie plate was not eco- 
nomical to produce. It was 
altered in consultations between 
production and sales staffs. 


Pack 1 to the Box 


5. Package vuesign: For many 
years, Corning pie plates had 
been packed 24 to a box. A check 
with dealers showed that plates 
packed singly sold faster. 

6. Carton design: Why shouldn’t 
the carton sell as well as de- 
liver? The Flavor-Saver carton 
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earries sales information. More 
important, the carton showed a 
picture of the contents as well as 
the identifying number. However, 
when the stock is stacked, a dealer 
can see at a glance when to re- 
order. Getting this simple addi- 
tion to the carton took three 
months, but approval was granted 
immediately top management saw 
the distribution problem whole. 

7. Label: Corning had sold pie 
plates for 27 years, using a small 
identifying label that cost only 30 
cents a thousand. To help sell the 
Flavor-Saver plate, a full-color 
label was developed that played 
on the name, “Flavor-Saver,” car- 
ried a woman’s picture for atten- 
tion and a printed recipe to gain 
readership. The new labels cost 
$5 a thousand. Approval for such 
an expenditure was withheld until 
the pricing policy was set. 


Write for Customer 


8. Pricing policy: A retail price 
of 40 cents (against 25 cents for 
the old-style plate) was consid- 
ered. Then the price was checked 
with marketing men. The com- 
pany found that at 45 cents, sales 
would be greater than at 40 cents. 
And at the higher price, the extra 
cost of labels was of scant im- 
portance. 

9. Sales literature: Written 
from the viewpoint of the cus- 
tomer, sales literature tells deal- 
ers why the new product is a 
“must” and gives the points that 
make it sell. 

10. Sales policy: To keep the 
product out of retail price wars 
and to maintain integrity, the plate 
was fair-traded. 

11. Discount scheduling: Tied 
in with the number of items in 
each carton, the discount schedule 
will boost sales. But cartons 
shouldn’t be so large the retailer 
has to break a carton to get the 
quantities he wants. Corning 
raised from six to eight the num- 
ber of individually packaged 
plates in a carton because it found 
the dealer who wanted six would 
take eight rather than break a 
carton. 


Did Not Rely on Sales Guess 


12. Customer credit: Sales pro- 
motion men brought in the credit 
manager at the outset, showed 
him the whole campaign, con- 
vinced him customers would be 
sold large orders in advance, and 
obtained a reappraisal of dealer 
credit ratings for the Flavor- 
Saver. As a result, car-lot ship- 
ments were made to dealers— 
quantities the company had never 
before shipped to them. 

“T3. Service policy: To cut the 
cost of handling returns in volume 
sales, the company checked and 
found its returns had never ex- 
ceeded 1%. Thereupon it author- 
ized immediate adjustment 
throughout its distribution chan- 


of returns. 

14. Warehousing: Promotion 
housing men, showed how the 
product had been designed and 
was being promoted, and stressed 
the need for fast handling. As a 
result the Flavor-Saver got the 
equivalent of top priority. 


Sales Over Estimates 


15. Market definition: How big 
was the market? How many 
should be produced at the start? 
Most companies let salesmen de- 
fine the market. Corning asked 
its sales force for an estimate of | 
first-year sales. The guess: 113,000. | 
Then the salesmen were shown 
\the label. They raised the guess | 
to 200,000. But as a check, an out- | 
side marketing organization esti- | 
mated 500,000 and its figure was | 
used as a guide. Actual first-year | 
sales: 1,250,000. | 

16. Sales training: Each sales-| 


/man was given the entire story. | 
|The program, rather than the} 


nels, eliminating costly handling | 


officials called on company ware-| 
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product, was sold. 

17. Sales promotion: To move 
goods to the counter, advertising 
and other sales promotion material 
was broken down to show every 
dealer, three months in advance, 
the actual promotion and family 
coverage of the advertising within 
his city or territory. 


Coordinate Materials 


18. Merchandising material: To 
push goods over the _ counter, 
every piece of material was geared 
to consumer promotion, picking up 
art work, design and styling di- 
rectly from advertising layouts. 
People like to think they are 
smart in recognizing in store win- 
dows and counter displays the 
slogans and designs they have 
seen in printed advertising or 
heard by radio. 

19. Trade advertising: It is 
very important to show the dealer 
who cannot be reached directly 
the job being done to help him 
build profits by pushing the 
heavily promoted line. 

20. Consumer advertising: 
Every piece of Flavor-Saver copy 
was tested. Split runs were used 
freely. The word YOU in the 
headline increased readership by 
25%; underscored, it was good for 
10% more. The word NEW in the 
head was about as valuable. The 
picture of a woman showing the 
product in use built more reader- 
ship. 


Use Direct Mail for Check 


21. Direct mail to consumer: 
Helpful in many campaigns, di- 
rect mail to the consumer was 
used for Flavor-Saver only to 
check advertising results. 

22. Publicity: “Newspapers are 
dying for information, but it has 
to be presented right. We took 
pictures of the Flavor-Saver in 
use in a test kitchen and sent 
these with recipes to food editors. 
It was an easy way to get pub- 
licity.” 

23. Personal selling: Salesmen 
did not just sell the product; they 
sold the whole program and the 
need for the product, how it was 
developed and the advantages in 
handling. 

24. Selection of salesmen: 
Corning told the whole story and 
selected recruits as they might fit 
into the whole campaign. Men 
made merchandising contacts with 
retailers before they became 
salesmen. 


25. Selecting advertising 


Advertising 


agency: An agency with the right 
approach and an understanding 
of the field is of great value. 

26. Institutional advertising: 
How often does a company go into 
a factory and sell the advertising 
and promotion program, showing 
the man on the machine what js 
being done to move the product 
he helps make? Many companies 
use institutional advertising to 
promote their name with the pub- 
lic. They should also promote this 
advertising to their own employes: 
give them a part of the distribu- 
tion program. It helped with 
Flavor-Saver! 

No one step in the distribution 
program is responsible for the 
final results, Mr. Whitney said, 
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P&G Establishes 
New Overseas Division 


Procter & Gamble Company, 
Cincinnati, has established a new 
overseas division, which will be 
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‘FORBES’ PHILLY CONFAB—Among the guests at the Forbes magazine cocktail 

party given for Philadelphia business men last month were, left to right: Malcolm 

Forbes, assistant publisher, Forbes; Graham Patterson, publisher, Pathfinder and 

Farm Journal; B. C. Forbes, editor and publisher of Forbes; Martin W. Clement, 

president, and W. S. Franklin, ee in charge of traffic, Pennsylvania 
ailroa 


KTLA Signs Seven 
Video Advertisers 


HoLLywoop—Paramount’s tele- 
vision station, KTLA, has garnered 
seven new sponsors. 

Biggest time sale went to the 
General Electric Supply Corpora- 
tion, through Stokey & Ebert. The 
company signed a 13-week con- 
tract to sponsor a 30-minute quiz 
every Sunday night. 

Four additional advertisers 
bought participations on “Shop- 
ping at Home,” a Tuesday night 
feature. They are: Brownstein 
Louis Company, maker of Hendan 
shirts, through Mayers Company; 
May Company, via Milton Wein- 
berg; The Sleep Shops and Park 
Camera Exchange. 

The Kelly Kar Company has 
started an extensive spot cam- 
paign—daily spots for 52 weeks. 
Time was bought through the 
Tullis Agency. Los Angeles Lin- 
coln-Mercury dealers, Tupman 
Motors, purchased a_ 13-week 
series of announcements. 


KING Appoints Eichorn 
Fred Ejichorn, formerly with 
Station KXL, Portland, Ore., has 
been named program manager of 
Station KING, Seattle. He is suc- 
ceeded at KXL by Paul Robinson. 


Chamberlin Named V.P. 


S. E. Chamberlin, St. Louis city 
sales manager of Graham Paper 
Company, has been elected a vice- 


LooK (rte 


in the basic sources 


OF MARKET INFORMATION 


i Advertising Age's 
CONSUMER MARKET DATA BOOK 


& Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


president in charge of merchan- 


Sponsors ‘Padded Cell’ 


The Schutter Candy division of 
Universal Match Corporation, Chi- 
cago, will sponsor “The Padded 
Cell,” new audience participation 
show starring Ken Niles, on 10 
stations of the Columbia Pacific 
network, effective Feb. 21. The 
program will be heard at 6:30- 
7 p.m., PST. Russel M. Seeds 
Company, Chicago, is the agency. 


Gets Law School Account 


Swaney, Drake & Bement, Chi- 
cago, has been appointed by the 
American Extension School of 
Law, Chicago, to handle its adver- 
tising. Magazines will be used. 


Council Names Williams 

Fred Williams, Carson Pirie 
Scott & Co., Chicago, has been ap- 
pointed chairman of the new pub- 
lic relations committee of the State 
Street Council, Chicago. 


Venus Moves NY Office 


Venus Foundation Garments, 
Chicago, has moved its New York 


dising book, text, news and cover | office from 358 Fifth Ave. to 200 


papers. 


Madison Ave. 


Collins Names Harris 


Donald B. Harris, formerly Iowa 
area transmission and protection 
engineer for the Northwestern Bell 
Telephone Company, Des Moines, 
has been named executive assist- 
ant to W. W. Salisbury, director 
of research of Collins Radio Com- 
pany, Cedar Rapids. 
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YOU MUST WIN. 


For it is a big, young group which is thinking, striving. suc- 


ceeding ... young families . . 


. buying the most things. 


And they are still open-minded in their buying. The moderns — 


the liberals — make up this eager and expanding market. Each 


year there are more and more of these young, receptive cus- 


tomers — liberal thinkers, liberal spenders. 


In New York you can direct your advertising to a majority 


of them. 


PM is the modern, enlightened newspaper which these young 


progressives read enthusiastically. Their loyalty and interest 


extends to PM’s advertising columns, which they trust. 


These are the facts: 


1. 60% of PM readers have attended college and the 
balance have had more education than the national 


average. 


2. More than 4 out of 5 are young — between the ages 


of 20 and 45. 


3. There are 2 or more earners in 64% of PM's families. 


4 74% are in positions of authority and responsibility — 
half of these being in the professions, business owner- 
ship or management. 


5 93.6% take PM home with them — and this is a morn 


ing paper. 


Send for a copy of the PM survey today. 
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76 
G-E Promotes Malling 


Edward A. Malling, who has 
been with the company for 12 
years, has been appointed sales 
manager of multi-weave products | 
for the General Electric specialty 
division, Electronics Park, Syra- 
cuse. 


ABP Meets in May 


The annual spring meeting of 
the Associated Business Papers 
will be held May 27-29 at the 
Homestead, Hot Springs, Va. 


Free Postage Hit 


by Donaldson as 
Added Deficit 


Postmaster General 
Calls on Congress 
to Make Decision 


le 55 RNR SE mR TR 
WASHINGTON — Postmaster Gen- 


eral Jesse M. Donaldson warned 
Congress last week that pending 
legislation providing free parcel 
post service for European gift 
packages could add $200,000,000 
to a departmental deficit which is 
already estimated at $345,000,000 
for the current fiscal year. 

His determined stand against 
half a dozen free postage plans 
now under consideration followed 
a statement earlier in the week 
that it is time for Congress to de- 
cide whether the Post Office is to 
operate with deficits, or pay its 
own way. 

Donaldson’s report to the House 
post office and civil service com- 
mittee on Monday paralleled his 


AD-PEOPLE... 
| GUARANTEE 


This | Law Weans- 
MORE SALES from your Ads 
MORE PAY from Your Job 
MORE PRESTIGE for You 
Research discovered this law of 
Main Appeals. Ten years’ testing 
proves your ads sell more when 
they comply—less when they break 


this law. 
Clearly explained in a 24-page 


jrevision now “goes to the root of 


at ~S 
Pf 


Advertising Age, February 23 


the entire American business, so- 
cial and economic system.” 
Nevertheless, Mr. Donaldson is 
calling on Congress to make up its 
mind whether it wants the de- 
partment to continue “as a serv- 
ice,’ regardless of deficits, or 
“whether the department should 
be made to pay its own way.” 


Hopes to Cover Cost 


For his part, he implies that the 
department can do no better than 
arrive at fees which cover the 
cost of handling each class of 
mail, “or at least as much as the 
traffic will bear without diminish- 
ing volume.” 

On Monday he told the commit- 
tee that he will soon submit “a 
comprehensive program for the 
revision of the postal rate struc- 
ture which will be full and com- 
plete.” 

He promised this plan will make 
specific suggestions to aid the 
committee “in arriving at deci- 
sions on the many questions in- 
volved in this complex matter.” 

Postal representatives fear that 
free parcel post to Marshall Plan 
countries will result in the ship- 


OHIO NEWSMEN ELECTED—New officers of the Ohio Newspaper Association, 
elected at a two-day convention in Columbus, are (left to right, seated) R. Ken- 
neth Kerr, publisher, Lancaster Eagle-Gazette, vice-president; Roger H. Ferger, 
publisher, Cincinnati Enquirer, president; E. C. Dix, publisher, Wooster Record, 
chairman of the board of trustees, and Karlh Bull of Cedarville, O., treasurer, 
Trustees (standing) are~G. Gordon Strong, general manager, Toledo Blade: 
Orrin R. Taylor, publisher, Archbold Buckeye; Roy D. Moore, Canton, president, 
Brush-Moore Newspapers, and Raymond B. Howard, publisher, the Madison 
Press, London. Also elected to the board but not in the picture was Ralph D. 
Henderson, business manager, Columbus Citizen. 
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ment of all kinds of accumulated 


junk from American attics. aldson, publishers felt the entire 


rate-making responsibility could 
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DOUGLAS 


New Yo 


booklet—which cost us 10c to print 
—now you get this law for $1. 
“Worth $1,000. to anyone making 
a living in advertising,” says ohe 
Copy Chief. 

It pays to know this law of Main 
Appeals. Many are learning it. I 
guarantee you get more sales, less 
waste and worry, more profits, 
more pay from your job, more 


They say the resulting volume 
of mail would necessitate extra 
mail sacks, clerks and _ vastly 
larger transportation bills. 


remarks to _ postal _ inspectors, 
which made it clear that he con- 
siders it a hopeless assignment to 
try to put existing postal services 
jon a “break even” basis (AA, 
Feb. 16). 


Blames Low Rates 


Suggest Waiting 


Mail users following Mr. Don- 
|aldson before the House postal 
| committee last week almost unani- 
-mously argued that rate adjust- 
|;ments ought to wait until the 
| Hoover commission of government 
efficiency reports on the post office 
early next year. 

The National Association of 
Magazine Publishers contended 


; Departing from the position of 
prestige—or your money back | hig predecessors, who talked about 


without question. Send $1. today. , ‘“ 
: tee | rate increases to “balance the pos- 
Get this booklet—“*How to Key | he pinned deficits 


: ~ tal budget,” 
Main Appeals. Caieaeag on the fact that “Con- 


gress has followed a _ policy of | 
granting low rates, far below the 


jcost of service.” that a rate-makin rocedure 
Noting that these rate conces- | ‘4° @DY —ee were 
|ought to take into consideration 


sions were “clearly matters of pub- |, . : 
llic policy,” he warned that any the care required, the degree of 


|preferment and the value of serv- 
a 
le \ ih 
\\ \ iii 1 


\ice accorded each class of mail.” 
\ 


Expressing reservations about a 
proposal to establish an _ inde- 
| | 


| 


WwW. S. TOWNSEN 


_ 176 West Adams, Dept. 1 
Chicago 3, Illinois — 


pendent rate-making board within 
the department, publishers warned 


revenues must be reconciled with 
a “recognition and preservation of 
the inherent advantages of the 
postal service in the promotion of 
social, commercial and intellectual 
intercourse between people of the 
U. S. and foreign countries.” 
Publishers also said the bal- 
anced budget theory must also 
give way to the “encouragement 
and development of a postal serv- 
ice adapted to present and future 
needs of the people of the U. S.” 
and the “promotion of adequate 
economical and _ efficient postal 
service at a reasonable charge.” 


\ 


that the desire to balance postal | 


‘continue to rest with Congress, 
| provided the machinery within the 


department for arriving at neces- 


|sary changes is improved. 


‘Set Up New Company 


to Make Sterling Motors 

| G. Moes has been appointed 
| president, G. K. Williams, vice- 
| president, and V. North, sales di- 
|rector of Canadian Sterling Elec- 
| tric Ltd., formerly known in Ham- 
|ilton, Ont., as the Hamilton Ster- 
ling Electric Company, and in 
Brantford, Ont., as the Brantford 
|Sterling Electric Company. 

| The new company will begin 
|soon to manufacture and distribute 
|the entire range of Sterling elec- 
| tric motors, which have been man- 
ufactured only in the United 
| States. The head office and plant 
are in Hamilton, with branches in 
Brantford and Toronto. A Mon- 
treal sales office will be opened in 
| the near future. 


Appoints H. M. Hopkins 
H. M. Hopkins, formerly co- 
owner of Cobb-Hopkins Company, 
has joined the advertising and 
sales promotion department of the 
Pioneer Hi-Bred Corn Company, 
Des Moines, as editor of “Pioneer 


|gan. He also will assist in adver- 
tising and sales promotion work. 


Castelli Names Jessar 

J. Jessar, formerly advertising 
and sales promotion manager of 
Stonhard Company, Philadelphia, 
|has been named sales and promo- 
ition manager of F. C. Castelli 


Kernels,” the company’s house or- | 


Electric Program 
Drops Spitalny 


| New YorkK—Come May 2, Phil 
| Spitalny and his all-girl orchestra 
‘will be in the market for a spon- 
|sor. The Electric Companies Ad- 
| vertising Program, through N. W 
| Ayer & Son, is dropping the pro- 
| gram, currently heard Sundays 
|over CBS at 5:30 p.m. (EST) as 
‘of that date. 

| The advertiser will keep the 
'time, but no summer replacement 
| program or fall show has been de- 
cided upon. Previously, ECAP 
/has sponsored “Report to the Na- 
ition” and Nelson Eddy, and last 
/'summer’s show starred singers 
| Woody Herman and Peggy Lee, 
|'with Dave Barbour’s orchestra. 
Meanwhile, as had been pre- 
dicted, crooner Gordon MacRae 
| was named to replace Tony Mar- 
tin on the Texaco Star Theater 
‘over ABC. The Texas Company 


network from Columbia. 


ing March 24 at 10:30 p.m., EST. 


signed MacRae several weeks ago 
to fill out the remainder of its 
time on CBS when the Star The- 
ater moved over to the American 
He will 
be heard on the ABC show start- 


RETAILERS * JOBBERS * MANUFACTURERS 
There is only one publicatio 
covering this industry exclusively 


IKNIT GOODS WEEKLY: 


ONE MADISON AVE. * NEW YORK 10, N. 


The HOSIERY industry. 
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to the people who are able to buy! 


Cash registers jingle a steady tune, bringing the annual sales total 
well over $62,000,000 in Lawrence retail stores! Steady paychecks 
going to the thousands of local textile mill employees are a great fac- 
tor in giving this market an aggregate buying power of $99,067,000. 
It's a market worth your close attention . . . let us send you facts. 


The best way to tell and sell this extraordinary sales center 
is through the Daily Eagle and Evening Tribune .. . only 
dailies published in Greater Lawrence. Read in 95 out of 
every 100 homes. 


| le EAGLE- TRIBUNE 


LAWRENCE, MASSACHUSETTS 
PITAL OF WORSTED TEXTILE INDUSTRY IN AMER 
WARD - GRIFFPTH2CO.—- NATIONAL REPRESENTATIVES 


Like Postmaster General Don-! Company, Philadelphia. 


A.B.C. or C.0.A.2 
Controlled or Net-Paid? 


Are these questions puzzling you? 
. does net-paid or ABC circulation prove a 
publication’s readership ? 
. is there greater doubt of readership of CCA 
or controlled circulation papers? | 
These, and many similar questions, are discussed in oe 


straight-forward fashion in this new booklet, “Facts ms PUBLISHING 

| of Industrial Publishing”. ee i 
Ask for this booklet 64 Le. flees 
eee no charge a \anemye 


H “The 

H Advertising 

t salesman Whe 
H Didn't Want Te 
i «ge Met Poid’” 


Written by a business paper publisher . 
experience “on both sides of the fence”... the discussion “minces no 
words”. It penetrates to the facts most important to buyers of indus- 
trial advertising. 


. . from more-than-25-years 


You may disagree ... it may “rile” you 


. . . but you won't lay it 
down until you have finished reading it. 


Discussion covers much additional points as (a) what do 
“renewal %’s” really mean? (b) why must CCA papers pay 
far higher postal rates? (c) how do net-paid papers claim 
“non-paying” readers? 


Putman Publishing Company 
733 North Michigan Avenue 
CHICAGO 11, ILLINOIS 


New York Cleveland 
Los Angeles Rochester 


Just off the press .. . available to industrial advertisers and 
their agencies. No charge. of course. Just ask for “Facts 
of Industrial Publishing”. 
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s ‘ . . ’ ae | f . . . . . 
John D. Witten, eal publication. Trout. and In| PHote Developments Fort Appoints Moffett || Wagner Joins Frigidaire 
- diebtinns ‘ Appoints Covington Mark L. Moffet has been named Byron C. Wagner has joined the 
Y&R Executive, , Photo Developments, official vice-president in charge of prod-|commercial sales department of, 
— <del ’ uct and market research of Fort | Frigidaire division of General Mo- 
. publication of the Master Photo | , 
Dies at 40 IRVING T. MYERS Dealers & Finishers’ Association, & Co., Charlotte, N. C. tors Corporation, Dayton. 
, GREENWICH, Conn.—Irving Tay-| Jack Mich.. h inted H 
; Yorx—John D. Witten, 4 . : i ackson, Mich., has appoint . 
see “ Sigurd Ss -gomdiey lor Myers, 63, retired vice-presi-| Thorpe Covington Company, Chi- 
mao of Vouk & Suhiieomn dent and advertising manager of|cago, as midwestern advertising x * ¥ * * ONE journal reaches regularly 
— York, died : denly F » ts Field & Stream, died Feb. 9 in| representative. = 
New Peegger ergy gg Meant Greenwich Hospital. H. J. Olsow Company, New 
from a heart attack in the agency a York, has been named eastern ad- 
conference room. vertising representative for the 
Mr. Witten joined Young & WILFRED J. LA CROIX publication. 
Rubicam in December, 1945, as * a gh gran i mg La- -a a 
manager of the agency’s research | Croix, for many years with Nelson ari sand 
department and in January, 1947,|Chesman & Co., Chicago, and with Hold V ety Clinic : 
was named assistant to Mr. Lar_| United States Advertising Corpo-|. The 1948 Variety Merchandis- 
mon. ration, Toledo, and one time sales — BS gee: Beige Loge g Sunde. 
oe : yr : ici / ‘ e e 
Prior to, his aMiliation | with | ovelmo Company, Fort Wayne, | fate, Store Merchandiser will be’ Retail Jewelry Store in U.S.—100% Coverage 
0 , : 4 ’ »|held a e Ho ennsylvania, 
wes chief statistician for the en none enna New York, Feb. 25. Retail Jewelry store in the — gee vag A 
wen gerne Pg and, as a ROBERT G BEA aenianeaianamapitnaaias U.8.4 jisted by Jewelers “quality” articles exquisitely 
yn, colonel, was chief statistician of . TTIE . SEES CS See eatiys Very designed Bag’ nage Boe 
n- [the U.S. Army. He also had been| Ortawa, Can.—Robert G. Beat- Marcus Breier Ups Solof eel pen Py hg mene oe — ee ne 
", [Butistician with the New York| tie, 56, former advertising man-| Louis Solof has been named sales) SSiL0ns Get at "at St ee 
4, Bstock Exchange Commissi ager of the National Trust Com-|Manager of the eastern division | Cation — ; ° 
ep S en es | OS 2 for Bantamac jackets and Briar| than are reached by all other CATIONAL 386 OSS So 
Club sportswear, made by Marcus jewelry publications com- articles should give heed to 
— the prestige-advantage of dis- 
CHARTER Ig CCA MEMBER tributing thru jewelry stores. 
CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


president of the Institute of Busi- | pany in Toronto, and a past presi- 
mess Administration, New York. |dent of the Association of Cana- : bined! Total RETAILER -cir- 
Surviving are his wife, Kath-|dian Advertisers, died here Rar tuies oC uoediier ates oalten euletion enseedis $2,400 capicn. 
D. een Rubicam Witten, and two| Feb. 10. sentative for the company. 
children. 
— — 7 . 


This New Combination 


New YorK—Douglas H. Cooke, 
(2, former publisher of Old Les- 
lie’s Weekly, Judge and Life mag- 

phil |ezines, died Feb. 18 at his apart- 

ent in the Hotel Irving. 

In 1912 Mr. Cooke joined the 

Ag-#Pmerican Lithograph Company, 

water moving to William Green 

Publishing Company. He then| 

jayspoined the Leslie-Judge company | 

es president. He also was president | 
pnd treasurer of the New Fiction | 

Publishing Corporation, Popular | 

Radio, and a director of | | 

Phone, Inc. 

After his magazines suspended | 

publication he became the first | 

tales manager for Seagram Distil- 
ers and later head of the import 

‘Blivision of Schenley Distillers. At 

‘Bhe time of his death he was pres- | 

dent of Pickwick, Ltd., publisher | 

Jf hospital magazines. 


‘ate HARRY M. OVERSTREET | 

yg New York—Harry M. Over- 
somtreet, 53, vice-president in charge | 
its[Pf research in the eastern division | 
bf Brooke, Smith, French & Dor- | 
ance, New York, died on Feb. 12) 
jl)fRt St. Vincent’s hospital here after 
tart-| long illness. | 
Mr. Overstreet joined the! 
gency in 1923 as a member of | 


Reaches Operating Executives 


NATION WIDE 


Advertise for the “ YES” that gets ACTION . . . through the pages that decision- 


making executives value more highly than any other publication 


he research department, which 
me later headed. He also served 


<n. 


NEARLY 
1-BILLION DOLLARS 
SPENDING MONEY 
ON THE HOOF... 
IN THE KMA AREA 


Here’s buying power! U.S. 
Census of Agriculture re- 


ports almost one _ billion 


dollars’ worth of farm live- 
stock in the 184 BMB 
county area covered by 
KMA. Reach this rich 
market for your product 
through KMA. For infor- 


mation, write us, or see 


Avery-Knodel, Inc., na- 


tional representatives. 


SHENANDOAH, IA. 
5080 WATTS 960 KC NETWORK 


t ‘ / 
i G ‘ 


J ipweiagenn who sell from the top 
down, can now reach a national 
audience of business and industrial 
leaders with the use of only two dailies 
—The New York Journal of Com. 
merce and the Chicago Journal of 
Commerce. 

Men who manage businesses and 
meet payrolls need quick facts these 
days. They get these facts overnight, 
every day, in the only complete daily 
business newspapers in the country. 

The Journals of Commerce (New 
York and Chicago) hold the confi- 
dence of over 75,000 subscribers who 
pay $20 a year to read it. A proved 
readership of more than 200,000 presi- 
dents, vice-presidents and other pro- 
duction, purchasing, sales and traffic 
executives. J-of-C circulation repre- 
sents the highest concentration of busi- 
ness and industrial decision-making 
officials now available to advertisers. 


Do you advertise a business prod- 
uct or service? A commercial or in- 
dustrial commodity? A consumer 
product with a top-income market? 
Do you have an institutional message 
for top management? Write or tele- 


Nation-wide concentration of Top Management 


phone for the Story of the Greater 
J-of-C Market and rate cards. One 
order buys this nation-wide coverage. 
Get to the men who DECIDE .. . in 
the dailies that HELP them decide. 


A Few of Thousands of 
J-of-C Advertisers Who 
Are Also Subscribers 


United Airlines 
Brazilian Gov't Trade Bureau 
American Express Company 
Cities Service 
Chrysler Motor Cars 
Furness Bermuda Line 
Calvert Distillers Corp’n 
Guaranty Trust Company 
Hartford Fire Insurance 
Company 
Robert Reis & Company 


The Journals of Commerce 


NEW YORE 


53 Park Row, New York 15, N. Y. 


TOP MANAGEMENT ’S 


Chicago Hournal of Commerce 


12 East Grand Ave., Chicago 90, Ill. 
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. | THE LETTER SHOP, Inc. 
431 6. Dearborn St., Chicago 5, Illinois 


ABC Shifts Staff 


Charles Harrell, formerly staff 
producer of ABC, New York, has 
been named eastern program man- 
ager of ABC. Morgan Ryan, ac- 
count executive, has been pro- 
moted to manager of commercial 
program sales. Helen Guy has 
moved up to manager of the net- 
work’s program department from 
manager of the business office of 
the program department in New 
York. 


Land vour sales punch 


on the BIG San Diego Market 


in the San Diego Union 
a morker or ONO Tribune-Sun 


560,000 people, , 


75% of whom 
live within 
15 miles af 
downtown 


San Diego. 


the News with Partiality 


UNION 


Plenty Space Available 


and just one news- 
paper ‘‘buy”’ does it! 


eft 


and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago « Denver « Seattle + Portland « San Francisco « Los Angeles 
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AT PITTSBURGH'S EXPOSITION—James Kane, publisher, Iron Age; Robert E. 

| Grove, Ketchum, Macleod & Grove; John Hugget, Iron Age, and G. Reed 

| Schreiner, ad manager, U. S. Steel, line up for the photographer at the first 

| annual Industrial Advertising Exposition, sponsored by the Pittsburgh Industrial 
Advertising Council. 


FM Independents 


Revamp Programs 
for “48: Dillard 


NEw Yor K—Independent FM 
broadcasters, no longer concerned 
simply with presenting good 
music, will make a strong bid for 
local sports and political events 
this year, according to Everett L. 
Dillard, president of the Fre- 
quency Modulation Association. 

Mr. Dillard, who also is head of 
the Continental Network — FM’s 


speech before the Radio Execu- 
tives Club last Thursday. 

A sizable share of local po- 
litical broadcasts during the com- 
ing campaign is expected to be 
madg on FM stations, since the 
schedule of the average FM outlet 
is not as tight as that of its AM 
competitor, he said. 

Many FM stations, aiming at 
offering their listeners a diversi- 
fied fare, already have signed 
| baseball contracts for the season, 
he added. 


FM ‘Nationwide’ 


Pointing out that there are 10 
regional FM networks now in the 
formative stage, the FMA execu- 
tive predicted that frequency 
modulation will be available on 
a nationwide basis by the end of 
this year, with some 1,000 stations 
due to be on the air by that time. 


.-- Casters 
never re-use 
old metal 


at 


typographe rs 


that’s better! 


Monsen-Chicago 


Monsen-Los Angeles 


figure of between 4,000,000 and 
/ 5,000,000 sets—against 1,175,000 
last year—should keep the audi- 
ence growing proportionately, he 
stated. 

He charged that AM broadcast- 
ing is deteriorating because “more 
stations mean increased interfer- 
ence conditions, in simple com- 
mercial terms less coverage, less 


laa anticipated 1948 production 


largest—made the statement in a}... 


listeners. . . This requires more 
stations, more advertising dollars 
to reach a given number of listen- 
ers. Day by day,” he_ con- 
tinued, “as newer AWM stations 
are crowding onto the ether 
waves, advertisers are losing list- 
ners at night in the outlying 
communities. 

“T don’t ask you to accept this 
fact,” Mr. Dillard said. “Listen to 
your own car radio at night on a 
cross-country trip. You won’t go 
far outside of a city before you 
encounter cross-talk and interfer- 
ence. It is bad... 
it is going to get worse as 
more and more AM stations go in- 
to operation .. .” 


Warren Names Hall 


H. W. Hall has been named 
vice-president in charge of sales 
of Warren Products, Inc., Los An- 
geles. Paul J. Van Wert, who has 
returned to the company after 
four and a half years as a naval 
Flight Instructor, has been ap- 
pointed sales manager. Mr. Van 
Wert will be in charge of all ad- 
vertising, publicity and sales pro- 
motion. 


‘Two Appoint Jarvis 


Albert Jarvis Ltd., Toronto, has 
been appointed to direct the ad- 
vertising of Empire Wallpapers 
Ltd., Toronto, and Oakley, Jack- 
son & Farewell Ltd., Toronto, 
agent and importer of English 
china and glassware and distribu- 
tor for Monogram Glass Company 
of Canada and Canadian House- 
wares Ltd. 


Names Seivert A.M. 


Frank W. Seivert has been 
named advertising manager of the 
Kellogg division of the American 
Brake Shoe Company, with head- 
quarters in Rochester, N. Y. He 
has served in various production 
and purchasing capacities since 
joining Brake Shoe in 1941. 


Miller Leaves 
Dominion Agency, 
Forms New Firm 


WaASHINGTON—Robert L. Miller 
has resigned as president of Do- 
minion Advertising Company, 
Richmond, turned the agency over 
to his associates, and formed a 
new agency with headquarters 
here at the Du Pont Circle build. 
ing. 

Mr. Miller is president of the 
new Robert Lee Miller & Associ- 
ates; Jean H. DuBuque is vice- 
president, Daniel C. Miller is sec- 
retary and L. T. Walker is treas- 
urer. Account executives include 
James H. Gregory, Richmond; 
Don C. Boone, New York; George 
Montero, Lima, Peru; and Robert 
Lopez Harrison, San Salvador, E] 
Salvador. Mr. Walker and Daniel 
Miller have offices in Houston. 

Accounts include: Salvadorean 
Coffee Association; Peruvian 
Tourist Commission; Mexican Na- 
tional Railways; Mexican Tourist 
Commission; Colombian Bankers 
Association; Peruvian  Interna- 
tional Airlines; Air Reserve As- 
sociation, Washington; National 
Aviation Trades _ Association, 
Washington; Willard Hotel, Wash- 
ington. Also: Tom Galligan Pro- 


it is serious | 


ductions, Dallas; East Texas 
|Chamber of Commerce; and, at 
|Richmond, Charles C. Haskell 
|Company, Valentine Company, 
| First Federal Savings & Loan As- 
| sociation; Federal Associations of 
|Savings & Loans, and Franklin 
| Federal Savings & Loan Associa- 
tion. 


| Tri-Parel Plans Drive 
| Tri-Parel Corporation, Philadel- 


|phia, has scheduled a_ coast-to- 
|coast radio trade publication and 
|magazine campaign for Spree- 
|Togs. Spree-Togs polo jodhpurs, 
\longies and tailored sportswear 
|will be featured on the Abbott 
and Costello Kid Show over 247 
ABC network stations in addition 
to local spotting on the Philadel- 
phia WFIL Breakfast at the 
Click morning program. News- 
paper mats also will be used. Leon- 
/ard F. Fellman & Associates, Phil- 
adelphia, is the agency. 


‘Real Income’ Now $1.03 


. Investors Syndicate, Minne- 
;apolis, reports that “real income” 
index is $1.03 compared with $1 
a year ago. Miscellaneous costs 
continue to increase faster than 
food, clothing or shelter, the re- 
port revealed. Indications are that 
jany break in the price spiral is 
likely to start with clothing prices. 


Appoints Hipple 

William H. Hipple, formerly As- 
sociated Press and Newsweek war 
| correspondent, has been appoint- 
ed public relations director of 
American Airlines’ southern re- 
| gion, with headquarters in Dallas. 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertising 
executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 
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Chicago Printing 
Shops Undecided 
on ‘No Contract’ 


Cutcaco — Woodruff Randolph, 


president of the International 
Typographical Union, held ada- 
mantly to the “no contract” de- 
mand in a meeting with the 
Franklin Association here Wednes- 
day. 

The association represents about 
500 commercial printing shops, 
whose 3,500 ITU members are de- 
manding a $14.89 weekly wage 
boost without a contract. 

The employers were scheduled 
to meet again with Mr. Randolph 
and local union officials Friday. 
Both the union representatives 
and employers expected the vote 
by ITU members in the nation 
Wednesday would, when totaled 
later in the week, show a heavy 
margin in favor of raising the 
strike ante by assessing members 
5% of their pay. 


Strike Could Occur at Once 


Should the Franklin Association 
stick to its refusal to give wage 
increases without a contract, and 
if Mr. Randolph holds out for no 
contract, he would probably give 
the local permission to strike. The 
strike could come early this week. 
The timing of the matter is en- 
tirely in Mr. Randolph’s hands, 
employers admit. 

In Philadelphia last week, the 
Allied Printers’ Employers As- 
sociation, a group of 38 commer- 
cial shops, filed a $380,000 damage 
suit against the ITU for losses 
allegedly resulting from violation 
of the Taft-Hartley Act. 

Other top officials of the ITU, 
it is understood, are in New York 
and Detroit to meet the employers 
in a final effort to obtain wage 
boosts without a contract. It is be- 
lieved no settlement in these 
cities will occur until the Chicago 
negotiations result in a settlement 
of union demands. Four thousand 
ITU members in New York com- 
mercial shops, and members 
working for Detroit dailies, are 
involved in wage and contract 
disputes. 


Beech-Nut Starts 
Campaign in 16 
Negro Papers 


New YorK—The Beech - Nut 
Packing Company will launch a 
series of ads featuring Beech-Nut 
gum in 16 Negro publications be- 
ginning Feb. 28. The company is 
resuming advertising to the Negro 
consumer after a lay-off of 10 
years. 

The campaign, consisting of 300- 
line ads, will be built around lead- 


ing Negro personalities in the en-| 


tertainment and amusement fields. 
Newspapers included in the sched- 
ule are: Baltimore Afro-Ameri- 
can, Chicago Defender, Cleveland 
Call & Post, Detroit Chronicle, 
Louisville Defender, New Jersey 
Afro-American, New York Am- 
sterdam News, Norfolk Journal & 
Guide, Philadelphia Afro-Ameri- 
can and Tribune, Pittsburgh Cour- 
ler, Richmond Afro-American, St. 
Louis Argus and the Washington 
Afro-American. Ebony will also 
be used. 

3eech-Nut’s agency is Newell- 
Emmett Company, New York. 


Two Join Lykke Agency 

Surtice Clark, formerly day city 
tor of the San Francisco Chron- 
ie, and William Becker, formerly 
a account executive of Botsford, 
Constantine & Gardner, San Fran- 
Cisco, 
Associates, San Francisco adver- 
Using and public relations firm. 


ec 


Last Minute News Flashes 


Merck to Launch Di-Chloricide Drive 

Rauway, N. J.—Merck & Co. begins a campaign in April for Di- 
Chloricide, moth killer, in Better Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, McCall’s and the Woman’s Home 
Companion, plus newspapers in eastern and midwestern areas. 
Theme of the drive will be “Di-Chloricide kills all 3—moths, eggs and 


moth worms.” 


lers, New York, since last Augus 


manager in charge of Pebbleford, Old Quaker and other brands. 


The agency is Charles W. Hoyt Company, New York. 


Rosenstiel Heads Schenley Brands 


New York—David Rosenstiel, who has been with Schenley Distil- 


t, has been appointed advertising 
Mr. 


Rosenstiel was previously with the Biow Company, New York. 


New YorK—The advertising of 
phur Springs, W. Va., now handled 


Greenbrier Hotel to Appoint K & E 


the Greenbrier Hotel, White Sul- 
by Fuller & Smith & Ross, shortly 


will be placed by Kenyon & Eckhardt, which has the account of the 


hotel’s owner, the Chesapeake & Ohio Railroad. 


Kane Joins ‘Scientific American’ 
New Yorx—Charles Kane, formerly in the New York office of the 


Chicago Sun, has been appointed 
American. 


advertising director of Scientific 


General Foods, 
Kellogg to Spring 
Premium Deals 


Cuicaco—Starting today (Feb. 
23), in a tie-in with Columbia 
Pictures Corporation and Bantam 
Books, General Foods Corporation 4 
is offering a popular book plus an 
extra-bonus Bantam book for 25 
cents and a Post’s 40% Bran 
Flakes box top. 

Lead book offered is “The Sign 
of the Ram,” a Columbia film. GF 
will announce the offer daily for 
three weeks in March on its CBS 
“Portia Faces Life’ program, and 
will cooperate with Columbia in 
a magazine drive. General Foods 
also will launch a drive in farm 
magazines, through Benton & 
Bowles. Weiss & Geller handles 
the Columbia account. 

Beginning March 1, Grape-Nuts 
and Grape-Nuts Flakes will offer 
an “explorer’s ring” for 25 cents 
and a box top. On Feb. 15, in 
comic sections of 61 Sunday news- 
papers and farm publications, the 
company introduced a new char- 
acter, Fireball Twiggs, through 
Young & Rubicam. 

Also on March 1, the Kellogg 
Company will promote its jet 
plane ring gimmick in Sunday 
comic sections. Price is one box | 
top plus 20 cents. Kenyon & Eck- | 
hardt, New York, is the agency. 


JOHNSON PLUGS RING 
IN 132 NEWSPAPERS 
Cuicaco—The Walter H. John- 
‘son Candy Company will swell) 
\the wave of premium advertising | 
during the week of March 7 when | 
Power House candy bar will offer | 
the Roger Wilco ‘“Magni-Ray” | 
ring in 132 newspapers which | 
carry the Roger Wilco Sunday | 
comic strip ads. 
The ring can be had for 15 cents 
and one Power House wrapper. | 


} 


The agency is Franklin Bruck Ad- | 


vertising, New York. 


AFA Starts Contest 
for Advertising Women 


The Advertising Federation of 
America will present an award 
to the advertising woman who 
has contributed most during her 
career to the growth and develop- 
ment of advertising, during its 
meeting in Cincinnati, June 13-16. 
Women who are no longer active 
in advertising are not eligible. 
The contest begins March 1 and 
| the deadline is April 15. 
| All nominations should be ad- 
'dressed to the Council on Wom- 
|en’s Advertising Clubs, AFA, 330 
|W. 42nd St., New York 18. 


Changes Division Name 
Maas & Waldstein Company, 
| Newark, N. J., manufacturer of 
| specialized production finishes, has 
|changed the name of its Pacific 
| Coast division from Smith-Davis 


|Company. The Pacific Coast di- 
| vision is located in Los Angeles. 


|duced by 


Reynolds Ads 
Remind Viewers 


of Tele Newsreel 


New YorK—R. J. Reynolds To- 
bacco Company, which last week 
started a daily telenewscast over 
NBC, announced the debut of the 
newsreel—a 20th Century - Fox 
production — with advertisements 
in 12 newspapers. 

Copy, through William Esty 
Company, appeared in papers in 
New York, Washington, Phila- 
delphia and Schenectady. A de- 
lay in the scheduled starting date 
of WBAL-TV, Baltimore, kept 
that station off the list. The kick- 
off drive reminded viewers to tune 
in at 7:50 p.m., EST. 

Camel plans to increase its tele- 
vision coverage as soon as stations 
are added to NBC’s network. Bos- 
ton is expected to be on the air 
early this summer and Richmond 
at a later date. Meanwhile, the 
company is negotiating for time 
on KSD-TYV, St. Louis, which may 
begin carrying the 10-minute pro- 
gram about March 1. 

Commercials for the show, pro- 
Transfilm, Inc., New 
York, emphasize Reynolds’ stand- 
by themes—‘“T-zone” and “Ex- 
perience is the best teacher.” 


Tape to Solve 
Nets’ Daylight 


Saving Dilemma 

New YorK—Last week the 
other networks appeared ready to 
follow ABC’s lead and record their 
shows for rebroadcast, in order to 
avoid the usual program reshuf- 
fling headaches which accompany 
daylight saving time. 

ABC pioneered its daylight sav- 
ing time plan in 1946, recording 
the entire network schedule for 
repeat broadcasts in all time zones. 
The system proved popular with 
affiliates and audiences, who liked 
having their regular listening hab- 
its undisturbed. 

No formal announcement was 
forthcoming from CBS, but the 
network seemed to be sold on the 
playback plan as the best solu- 


tion to its daylight saving time 


worries. NBC, meanwhile, still 
was debating the suggestion. Mu- 
tual liked the sound of the idea, 
but wrote its stations for their re- 
action before making a final de- 
cision. 

This year ABC plans to use tape 
recording machines rather than 
disks to record its programs. Net- 
work officials expect this to re- 
sult in a sizable'’saving which will 
| be passed on to member stations. 


‘Resigns Chelsea Account 


| Zimmer-Keller, Inc., Detroit, has 
resigned the account of Chelsea 


have joined Chris Lykke| Paint Company to Smith - Davis | Milling Company, Chelsea, Mich., 


maker of prepared Jiffy mixes, 


| effective March 1. 


Lux Theater Tops 
Hooper Report 


New YorK—Lux Radio Theater 
(CBS)—28.6—eased out Ameri- 
can Tobacco Company’s Jack 


Benny — 27.1—on the Feb. 15 
Hooperatings. 
Last fortnight’s leader, Fred 


Allen, sponsored by Ford Dealers 
on NBC, was in fourth place with 
26.3. In between were Fibber 
McGee and Molly, who scored 26.9 
for Johnson’s wax. 

Others on the list: 
Charlie McCarthy (Standard 


po ee ee ee 26.3 
Bob Hope (Pepsodent), NBC.....26.0 
Truth or Consequences (Duz), 

ME den cos CAR So RRS EES 25.0 
Amos ’n’ Andy (Lever Bros.), 

SO ee eee er 24.4 


Walter Winchell (Jergens), ABC. 21.9 
Red Skelton (Raleigh), NBC....21.3 


Mr. D. A. (Bristol-Myers), NBC.20.9 
Bandwagon (Fitch), NBC....... 20.4 
Arthur Godfrey (Lipton), CBS. .20.3 
Bing Crosby (Philco), ABC...... 19.5 


Duffy’s ‘Tavern (Bristol-Myers), 
NBC 
With two exceptions, the day- 

time favorites were a solid lineup 

of soapers, as follows: 

Ma Perkins (Oxydol), CBS...... 

Our Gal Sunday (Anacin), CBS.. 

Stella Dallas (Sterling), NBC... 

Arthur Godfrey (Chesterfield), 
AS Cr ere Fre 8 

Helen Trent (Whitehall), CBS.. 8. 

A Girl Marries (General Foods), 
NBC 

Aunt Jenny (Spry), 

Rosemary (Ivory), CBS......... 

Grand Slam (Continental Bak- 

| ee err eee 


|'HOOPER WITHDRAWS 
NEW ORLEANS STUDY 


New Or.LEANS—C. E. Hooper 
last week announced the cancella- 
tion of the October, 1947, through 
|February, 1948, city Hooperatings 
|for New Orleans. 

He said the action was being 
taken because a WNOE promotion 
campaign—prizes to listeners who 
answer their phone with “WNOE” 
instead of “hello”—upset the va- 
lidity of the findings. 

He also “withdrew all privileges 
of advertising, presentation, pub- 
licity and other uses of Hooper 
station listening indexes, which 
have been published monthly, be- 
ginning with the September-Oc- 
tober, 1947, New Orleans ‘index.” 
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Gallup Gives 
Bing Crosby Top 
Enthusiasm Rating 


| New York—FPhilco’s Bing 
|\Crosby (ABC) may not rate too 
well on a Hooper report (16.8 on 
Jan. 30), but measured by Dr. 


The Gallup study, the first of 
periodic surveys, covered some 
3,000 persons, selected as a cross- 
section of the listening audience. 
Non-telephone as well as tele- 
phone homes were polled. 

Surprise finding in the comedy 
|field was the potential strength of 
|\Jack Carson and Eve Arden, who 


George Gallup’s ARI, he’s the tops | 
—in penetration and enthusiasm. | 


79 


Top Industry Men 
Meef on ‘American 
Opportunity’ Plan 


WASHINGTON—More than 50 top 
executives of the nation’s leading 
industrial and retail organizations 
gathered at U. S. Chamber of 
Commerce headquarters last Fri- 
|day to search out ways of getting 
across the facts about “the Ameri- 
can competitive system” to their 
employes and communities at the 
local level. 

The conference to step up the 
chamber’s “American Opportunity 
Program” was keynoted by cham- 
ber president Earl O. Streve, who 
warned that the “over-all effort at 
the local level to date has not been 
sufficient to counteract misrepre- 
sentations which have been spread 
about profits, dividends, manage- 
ment salaries, wages and related 
questions.” 

Up for discussion was a new 
manual now in production telling 
plant managers and executives 
how to make their communities 
conscious of the role of “the com- 
petitive system” in individual and 
community life. 


No Blueprint Available 


Dr. Claude Robinson, president 
of Opinion Research Corporation, 


discussed “selling the American 
economic system to the com- 
munity.” Lewis H. Brown, presi- 


dent of Johns-Manville, and Lem- 
uel R. Boulware, General Electric 
Company vice-president, described 
local “American Opportunity” 
programs of their firms. 

The conference was designed to 
intensify interest in the “Ameri- 
'can Opportunity” campaign an- 
| nounced by the chamber last fall, 
| coincident with the announcement 
|of related activity by the Joint 
Committee of the Four A’s and 
| ANA. 
| At the Friday meeting, Leonard 
|W. Trester, chairman of the 
chamber’s committee on adver- 
tising, outlined the background of 
the program, and explained the 
manual, which is to be distributed 
shortly. 
| In his remarks, Mr. Shreve said 
{that there is no blueprint for a 
successful “American Opportunity” 
campaign at the local level, and 
explained that the chamber is in- 
terested mainly in providing in- 
dividual companies with “guide- 
posts” to assist in the development 
of their own programs. 

Asserting that success demands 
effective action at the local level, 
he said “advertising at the na- 
tional level can be of assistance, 
but it will be of most value only 
when the employes of your plants 
and the people of your communi- 
|ties have a better knowledge of 
|the American economic system 
than they now have.” 


| work for Sealtest, Inc., on NBC,! 


land apparently are striking the 
public fancy. 
{| Chesterfield’s Jo Stafford rated 
| the most enthusiasm among girl 
isingers. But Dorothy Shay (Coca- 
{Cola), Margaret Whiting (Camp- 
| bell’s Soup), Peggy Lee (Rexall 
|Drug) and Evelyn Knight (Tex- 
/aco) are newcomers who are do- 
ing well. 
In the male singer category, 
Perry Como (Chesterfield) was 
runner-up to der Bingle. Arthur 
|\Godfrey (Lipton Tea and Ches- 
|terfield) and Art Linkletter (Ra- 
leigh) led competing masters of 
j;ceremonies in “enthusiasm quo- 
| tient.” 
| CBS’ “My Friend Irma,” which 
stars Marie Wilson for Swan, 
scored a high EQ as a dramatic 
|characterization, as did Sam 
|\Spade (Wildroot—CBS) and the 
Fat Man (Norwich Pharmacal 
Company—ABC.) 


Paramount May Sell 
Its DuMont Holdings 


Paramount Pictures, Inc., last 
week reportedly was ready to en- 
|tertain offers for its stock in the 
| Allen B. DuMont Laboratories. 
Paramount’s holdings in DuMont 
have kept FCC from approving 
|additional television § station li- 
|censes for both companies. The 
|motion picture company has out- 
lets operating in Chicago and Los 
Angeles and DuMont’s video sta- 
tions are on the air in New York 
and Washington, with another 
under construction in Pittsburgh. 


Jane Kalmus Changes 


Jane Kalmus, former publicity 
director of Hutchins Advertising 
Company, New York, has joined 
Carl Byoir & Associates, New 
York, as assistant to Jane Floyd 
Buck, vice-president in charge of 
news and promotion in the wom- 
an’s field. 
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Le Saat 


OPULAR STREET is one of the busiest 
streets in America. Along it lives a sig- 
nificant section of the American mass 
market — 12,750,000 readers of the 25 
“special interest” pulp fiction magazines 
of the Popular Fiction Group. 


Young people like Marilyn Moore who works in a 
dry goods store. (Her favorite magazine is ROMANCE.) 
And Dick Parsons who runs the filling station, plays 
' semi-pro ball on Sundays and relaxes with SPORTS 
NOVELS at night. 


Young marrieds? They’re represented by the 
thousands. Jim and Dorothy Wright, 
who share RANGELAND ROMANCES, 
typify this part of the audience. 


Then, there are older people like 
insurance man Bob Anderson who 
owns his own home and lawyer Mar- 
tin Griswold who reads Blackstone 
and BLACK MASK with equal gusto. 


When researchers Stewart, Dougall and Associates 
talked to 12,600 people* in making their recent 
survey of Popular Street readers, they discovered 
several things: 


ESIDES being one of the busiest thorough- 
fares in America, Popular Street is one 
of America’s prosperous mass markets. 
In down-to-earth language that means: 
Most of the 12,750,000 readers of The 
Popular Fiction Group enjoy middle- 

class status or better. 


Educationally, Popular Street people are out front. 
61% of them have a high school education or better, 
compared with 39.1% for the nation as a whole. 
From an advertiser’s viewpoint this is good —educa- 
ted people are alert, want more, buy more. Some of 
them are professional people, others executives, work- 
ers, farmers and housewives. As an audience they are 
divided almost exactly equally between men and 
women. All in all, they are the kind of people adver- 
tisers would want to reach. 


Circulation-wise, the cost of reaching 1,000 of these 
buyers is $1.20 per page per M guaranteed. On deliv- 
ery, the cost is even lower. And further good news— 
according to the Stewart, Dougall survey, the Popular 


*REPORT OF AUGUST, 1947. 


Street market compares favorably 4 . 
with the markets reached by other g@7" ~ 
leading mass circulation magazines @@ 
whether weekly or monthly! No @ 
wonder such advertisers as Gillette, 
Motorola, Pepsi-Cola, Bromo-Seltzer, 
Calvert, R.K.O. are doing business on 
Popular Street. 


ND here are two other basic reasons why 
these, and many other important na- 
tional advertisers, have joined the swing 
to The Popular Fiction Group. First, 
they know that they can still get space 
positioned without competition. Even 

with quarter pages they can be the only advertiser on 

an editorial spread . . . thus assuring themselves of the 
highest possible readership and observation. 


Second, they know the reading habits of the people 
in this vast market. They know that these 12,750,000 
folks enjoy fiction ... read their favorite Popular Fic- 
tion Group magazines from cover-to-cover because it 
is 100% fiction. This means that sales messages will 
be seen and read. 


With space rates what they are today, you'll be 
amazed at how inexpensively you can introduce your 
product to this prime, mass market. You can ring the 
bells on Popular Street with full page ads every 
month ... for only $28,800 a year. Half or quarter 
page campaigns are proportional to this low-cost fig- 
ure... offer an excellent solution to advertisers who 
want to reach this fourth largest magazine market on 
a limited budget. 


Write today for your free copy of 
the “National Audience Study of The 
Popular Fiction Group,” conducted by 
Stewart, Dougall & Associates. It gives 
you all the facts on why Popular Street 
means greater coverage ... of a more 
profitable market ... at a lower cost. 


THE POPULAR 


FICTION GROUP 


205 E. 42nd Street, New York City « 333 N. Michigan Ave., Chicago, III. 
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